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A ‘LINDE’ STAR SHOWN IS A‘LINDE’ STAR SOLD! 
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That’s because ‘Linde’ is the jewel that selis itself through 
its own exciting beauty. Every day, more and more 
women (and men) discover that ‘Linde’ Stars 


‘ 


have the brilliance of fabulous gems — at a price 
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within easy reach. So when you design ‘LINDE STAR 


jewelry for the fashion-conscious — whether 
rings, bracelets, necklaces, earrings or cuff links 
— remember that a ‘Linde’ Star shown 


is a ‘Linde’ Star sold! 
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presents 


“Individually Yours" 
for Diamonds dress 


quisé diamond ring, 35 ct. dia- 


‘taond bracelet, 30 ct. diamond 


necklace, 72 ct. diamond ear- 
tings. All available on memo. 


and she 


SshtlOu d WCal 


Diamonds 


wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


Per | 


William: Levine (6m any 


Importers and Cutters of Fine Diamonds — 
. Madison. St., Chicagon2sillinoismPhonesGeEntral 
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How to turn a baby spoon into a diamond ring 


When auntie comes in for a gift for the new niece selling diamonds 365 days a year. If you'll write for 
or nephew and you notice how dated her diamond an appointment, our merchandising representative 
ring is, what do you do? Sigh and let it go at that? _ will be happy to show you exactly how the mighty 
Until recently, that’s about all you could do. But — Formula D-I works—word-by-word and step-by-step. 


now, there's a fool-prootf method for turning that 

dated diamond into a new diamond ring sale. We 

call it Formula D-I. Jewelers all over the country COLUMBIA 
call it the most ingenious and infallible means for TRU-FIT DIAMOND RINGS 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE., JAMAICA 18. N.Y 
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WHEN 
SHE 
SAYS 
“EMBRACEABLE” 


SHE MEANS 


BENRUS (bouccuble 


America’s first, finest and best-known 


bracelet and watch combined! 
@ America’s most widely-copied bracelet watch. 
@ America’s fastest-selling bracelet watch. 


@ Be sure you stock the Benrus Embraceable. .. most 
‘“‘asked-for-by-name” watch in America. 


SEE the NEW eEnmbraceable Diamond Models... 
the new-for-Fall Embraceables priced for profit 

on trade-ins and promotions... the beautiful new 
“crystal” presentation box...all brought to you 

by Benrus, makers of the exclusive Self-Regulating 
and Dial-O-Rama watches. 


BENRUS WATCH COMPANY, INC. 50 west 44th st., NEW YORK 36, N. Y. 
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K&B mountings! 
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America’s Finest.... | ways! 
Perfect Lock 1. better styling .......2.better findi “ - 


ER eS ee | 3. better workmanship eee 4. better finish 








in the largest selection offered anywhere. Over 
a thousand styles to choose from. 


ea When nature’s magic and man’{ genius combine to create a | 
Stellate Settin diamond of outstanding beauty "dnd quality, it earns the right — 
| g to a mounting of corresponding perfection much as a painting 
utilize four smaller diamonds beneath the earns a corresponding frame. Diamonds of lesser elegance re- 
center diamond for the appearance of twice ‘ : ‘ fs . 
the size and sparkle. quire every embellishment you can provide to hasten its ulti- 
mate goal, conversion to money. And even more than a frame 
helps the sale of a painting, the mounting promotes the sale of }/ 


¥ ; a diamond. Here at K & B, the drive for perfection starts with — 
Spectaculiphi? Settings the raw metal and continues right up to the finisher’s bench. 


ingeniously utilize ten or more diamonds be- You need the competitive edge we give you, Diamonds set in 


neath and surrounding the center diamond to ' ‘ 3 
create the appearance of as much as six K & B mountings are easier to sell. And they stay sold. Make the 


times the size and brilliance. “loupe test.” Compare K & B mountings with any others. 





we in the world does as much to help 
you sell diamonds as K & B mountings. Ask 
about our FREE mat service. Circulars, dis- 
plays and catalogue sheets available. 


Creators, Designers and Manufacturers of “Perfect Ring Findings” 


HS snian « NES Leicuer. INC. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 


The First Annual 


28 SS Sa . Ree Re ay 


CONGRESS ON BETTER LIVING 


October 9-11, 1957/Shoreham Hotel, Washington, D. C. 


This month, 100 women delegates serving as spokesmen for America’s 48,000,000 
families will assemble in Washington, D.C., for the first annual Congress on Better 
Living. This unique 3-day Congress will be the successor to the Federal Government's 
“Women’s Congress on Housing’’, conducted by the Housing and Home Finance 


Agency in April, 1956. 


The purpose of the Congress is to provide manufacturers, retailers, builders and 
other interested parties with practical answers—based on the changing living pat- 
terns of America’s families—to the questions of what women really want and need in 
their homes of today and tomorrow. The Congress agenda includes discussions of the 


functions and performance of home furnishings, facilities and building materials. 


Delegates have been selected from among 100,000 homemaker participants in recent 
McCall’s remodeling and redecorating studies on the basis of their demonstrated 


grasp of these special problems. 


Ideas, suggestions and data developed at the Congress will be available to manufac- 
turers and industry for guidance in producing and marketing products that meet 
consumers’ needs and wants. To reserve your copy, write to Robert Crossley, Better 
Living Editor of McCall’s, 230 Park Avenue, New York 17, N. Y. 


Sponsored by McCall's, the magazine of Togetherness, reaching more than 5,000,000 families 


*A trademark of McCall’s Magazine 
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Baker Tapered 
Wedding Rings 


As modern as the latest Paris designs, 
the new BAKER tapered wedding rings 
offer the sleek simplicity oftée world 
of high fashion. Gently tapered with 
subtle grace, these rings are designed 
to flatter the hand and the ego of 

the modern young bride 


BAKER tapered wedding rings are 
available in Gold, Jewelry Palladium and 
10% Iridium Platinum, quality metals 
that complement these highly 
fashionable styles 


SEAMLESS TAPERED WEDDING RING BLANKS 


Plain Half-Round 
Half Round Width With Rim 
Series Series 


9mmx5mm oo KT. 
5432-8 &8mmx4mm ____ 5434-8 
5432-C_ _7} mm x 3% mm ___5434-C 
5432-D_____6 mm x 344 mm____5434-D 


9432-E _5 mm x 3 mm_______5434-E 


5432-F 4 mm x 2% mm______5434-F 


PRECIOUS 
METALS 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 2, NEW JERSEY 


w York e San Francisco e Los Angeles e Chicago 
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Ever been snubbed, drubbed, or rubbed 
the wrong way by a manufacturer? 


You know...“‘special deals’’ you didn’t get, 
delayed delivery, or other “‘treatment”’ that makes 
you feel like a Vi P (Very insignificant Person). 
Happens!... even in this industry. 


But you’re a VIP (Very Important Person) 
when you make your wants felt 

through the voice of your wholesaler. 

His voice carries the volume of 500 

or more retail jewelers in your region. 


By and large, because he can buy —and large, 
your wholesaler is Mr. Influential. 


Saves you time, trouble, tension, tumult — 

and work! He gives you his loyalty, experience, 
and specialized knowledge of your community. 
He knows his p’s and qg’s—products, packages, 
prices, promotions, profit-margins; 


quantities, quality. 


He conserves your buying time, 

handles repairs and service matters, 

smooths out difficulties with manufacturers, 
and assembles advertising 

and sales-promotion materials 

to help build and sustain the supremacy 

of the stores he services. 

Lest we forget, 

the jewelry wholesaler 

has been most important in 

keeping the independent retail jeweler in business. 


With your whole-hearted cooperation, 


your wholesaler can make 
even greater contributions to your future success! 


The Jewelers’ Best Resource is the Wholesaler 
His inventory is yours — frees your capital, increases your turn-over! 
His wide assortment is yours — helps you attract customers, keep them! 
His interests are yours — not a manufacturer’s; his counsel's impartial! 
His merchandising knowledge is yours—where, how, why, what's selling! 
His influence is yours —getting you maximum manufacturer-cooperation! 
His time is yours—saves you buying, correspondence, bookkeeping time! 


In general, you can bank on him— because his success depends on yours! 


JACOBY-BENDER, 





MANUFACTURERS OF BRRRSeS eee WATCHBANDS 









































Here is a superbly styled 
gentlemen’s Dress Watch ... 
Flat, very Flat—modern design— 
a truly high fashion watch 
you can sell at very popular prices. 








A COMPLETE SELECTION OF 


FINE GUREQLE WATCHES 


AVAILABLE AT 
 . 6 I i ai ae ei | oar ee eee 
580 FIFTH AVENUE, NEW YORK 36, N. Y. 
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ITS FLOATING JEWEL LINE 
b= 54 @) BD) Of OF 3 De - D4 


STONES 


OPALITE INC., 1311 LOMBARD STREET, PHILADELPHIA 47 PA. 
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HAND CARVED 


PU Vhs 


MATCHED WEDDING RING SETS 


PRESENTING AN EXCLUSIVE 
COLLECTION OF ENCHANTING 
DESIGNS FROM CLASSIC SUBTLE- 
NESS TO REGAL SPLENDOR AT 
WELCOME PRICES. 


Barel Bridals are more than Hand Carved 
Wedding Ring Sets. The fabulous creative talent 
of designer Fred Barel enriches them with the 
dramatic touches, the exquisite detailing that 
set them apart from all others. Your customers 
will see at once that they are superior in every 
way... will desire them above all others. 





Your assurance of a genuine original Hand 
Carved Bare! Bridal is our signature Od 
stamped in the shank of every ring. 


exclusively designed by 


vi, . ie 


b Sold directly to the retailer 
by the manufacturer ~ 


: Free mats available 
24-Hour Service on ali Special Orders upon request. 


BRIDAL RING COMPANY, INC. 7 wossos street + Now York 2 
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SEE Tovslet, FIRST 
TO SELL MORE 


WATCH BANDS 


See Forstner’s rich variety of watch bands in every 
price bracket. A solid, proven line-up headed by na- 
tionally advertised Komfit, aristocrat of watch bands 

. Fortex 5, the really different expansion band... 
new Trustyle, last word in semi or full expansion 
bands . . . fine bracelets for ladies’ watches. All you 
need from one source... . Forstner. 





Gelsshilamcia-lale 
82 G801 $15.00 
82 T8001 $ 8.50 





Lady Komfit 
80 G800 $8.00 


~~“ 
ee gs 





Komfit Chieftain ' 
82 F869 $17 ,00 
82 T869 $ 7°50 


aie 


} 





Komfit Sportsman 
82 G862 . $10.50 


7 a 82 T862 $ 7.50 


i. | 
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Trustyle 
81 C317 $7.50 
81 T7317 $5.40 


Trustyle 
61° C213 $10.50 
81 T7213 | $ 6.60 





Fortex-5 Prince 
88. G119 $9.60 
88 T7119 $6.60 





Ladies’ Milanaise Mesh Buckle Bracelet 
80 F791 $4.80 


i 88 G115 


| Saad 5a eel 88 T115 


Ladies’ Double Square Snake Chain Bracelet 
80 F707 $6.20 All Prices Keystone 


eg G—1/20~—12 Kt. Gold-Filled Trim (Stainless Steel Lining) F—1/20—12 Kt. Gold-Filled 
C—1/20—10 Kt. Gold-Filled (Pure Nickel Base, Stainless Steel Lined) T—All Stainless Steel 
Pa 


JEWELRY'S NAME FOR QUALITY 




















Forstner, Inc., Irvington 11, N. 3 Forstner (Canada) Ltd., Sherbrooke, Quebe 


Showrooms: 320 Fifth Avenue, New York 1. N. Y. + 29 E. Madison Street, Chicago 2, Ill. - 448 So. Hill Street, Los Angeles 13, Calif 
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1T MAKES GOOD “CENTS to stock a full line of 


UNIVERSAL (“iy 


IF YOU FAIL TO: STOCK ANY OF THESE MODELS 


YOU LOSE APPROXIMATELY 1/, OF SALES 
our ak y 
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8-cup Chrome on Copper : 10-cup Chrome on Copper 
Deluxe Model +2695 \ | $2995 


GETS '/3 OF SALES _ 8.-cup Chrome on Copper GETS V3 OF SALES 
Standard Model *1995 


Get the BIG Share GETS V/ OF SALES 


with // 
DON’T LOSE SALES by not carrying the full line of Universal 


; Coffeematics. First of all, you double your coffeemaker sales just by adding Coffee- 
America’s No. 1 Coffeemaker matic to any otier line. Second, by carrying the fu// line you can satisfy every 
; 7 : customer. Surveys prove that if you fail to have any of the above models, you’re 
losing approximately one-third of potential sales! Get the most out of your market 
with a full line of America’s Favorite Coffeemaker. 

















He IN PUBLIC ACCEPTANCE 


IN FEATURES AND DESIGN e 7 3 We) 


5-cup chrome 8-cup chrome 8-cup chrome 10-cup chrome 10-cup copper 


BE IN ADVERTISING SUPPORT or copper 


gist 
Fi IN FULL ye SELECTION )u pe IVE R& & L | 


It PAYS to stock the LEADER 














“LANDERS, FRARY & CLARK, NEW BRITAIN, onl 
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For you — a complete new findings catalog showing one of the largest lines 
of chain findings and jewelry findings in the country. This new 32-page 

catalog is available to manufacturing jewelers and jewelry supply houses 
only. We will be more than happy to send you a copy if you will 
write to us on your letterhead, please. Here is a chance to have at your 
fingertips the newest, most complete and up-to-date findings catalog to 
help you select the findings that will best suit your needs. 


yom -% 
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the most modern 
watchmaking plant in 


the newest look 








in time 


In Bienne, east of Lake Neuchatel, there’s a winding path that leads to Gruen’s 
Swiss plant. The watchword here is “tomorrow.” And what more appropriate word 


for the people who are producing tomorrow’s watches — today! 


Here in Switzerland, traditional home of fine timepieces, craftsmen follow the 
Skills of their fathers. Old hands flawlessly perform the delicate operations that 
have made Gruen the Precision Watch. New hands bring alive daring styles for 
fashion-conscious Americans... advanced styling inspired by today’s streamlined 


cars, streamlined homes ... streamlined living. 


This, then, is why Time Hill, Switzerland was, is, and always will be the home of 


The Newest Look in Time — a look so daring, so dramatic, so different, that it sells 


on sight, sells with less effort by you. “G R ( } E N 


. .. THE PRECISION® WATCH PRECISION® THE MOST IMP ANT RADEMARK IN WAT THE GRUEN WATCH 
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And now is the time tO see the 
timepiece> of tomorrow -** 

|, the jatest quality je weled- 
lever Wé -hes— 4 full selection of 
leading makes — beautifull) styled, 
precision engineered in Switzer 
lands 300-year-old tradition. 

Their range of style and ele- 
gance iS remarkable; so 1S the 
range of functions they perform. 

Come ‘, today DO your win- 
dow -shopping inside dunng Watch 
parade Time. You'll be 45 delight- 
ed to see the latest Swiss ieweled- 
lever watches 45 we are proud 10 


exhibit them. 
STORE NAME 
(address) 
it’s Watch parade Time... 
October 7th through 19th 


STEP UP 
YOUR SALES! 


Its O 
= s October! It’s W 
lime to feature tl ! Its Watch Parade Ti 
t 1e world’s — lade lime! 
- mo _— 
jew eled-lever watcl dern watches— 
atches fro . 
: m Swit: 
zerland 


€ t t 
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Keep s 
p spreadi 
ading the g 
good word about tl 
ie newest f 
st fashions 
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Functi 
ionally b - 
vy beaut 
pe iutiful dress watches. ¢ 
ratches C ; c S. yrac f 
s. Special- ; ACE ul sports 
protect |-purpose watches with | a 
ection, built-i s with built-i 
_ built-in w ulit-in 
Displ vonders of telli 
atest jew g ame. 
; your WI —T . es inside v 
display. Adverti idow. Use your Watch P sighing 
line TrtISe : - : / aATa “ae 
your staff | your free 1 
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TODAY'S 













Lhe We . ”4 | 
In the opinion of trade editors, this is the most complete research ever conducted on 
the subject of U. S. consumer attitudes towards jewelers and jewelry stores and of 
consumer and trade attitudes towards watches. 
Two independent research organizations made the investigations. National Family 
Opinion, Inc., questioned men and women of all ages, in all walks of life. Audits and 
Surveys Company studied jewelry stores and all other outlets for watches. 
You can read the results in this magazine, a thoroughly detailed picture of 
watch-buying habits, preferences, and of watch selling that should be important and 
constructive to jewelers everywhere. Be sure you read this material. It will bring you 
up to date about the watch market. It will help strengthen your competi-_ [=~ ==. 
tive position. It can go far toward helping you to promote jeweled-lever ee 
watches from Switzerland more successfully than ever before. 

' Field representatives are available for meetings. 
Representatives for The Watchmakers of Switzerland will give if 3 

: jeweler and watchmaker audiences lectures and presentations about / SS Soy 
the U. S. watch market today. They can show you how to profit fp > “SS ee 
from this gold mine of information. = “SK 

2 / 
yO 
The WATCHMAKERS 2 aA: OF SWITZERLAND 


Yan yer 


¢/o Suite 1105, 730 Fifth Avenue, New York 17, N. Y. 
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Planning a STORE-WIDE SALE? 


A Complete ee tion Package 
... 50 you can DO IT YOURSELF!” 


YES! RUN YOUR OWN SALE! 


More than 5,000 Sales-Aids and Timely Ideas 


sure to draw Crowds 


We can serve you with several hundred of the hottest 
traffic items, including advertising “copy,” that will help e 


make your sale a huge success! 


NEED CASH SPECIALS? 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or ‘phone for details! 


No town too small for a SUCCESSFUL SALE! 


We can recommend Experienced Sales Supervisors at 


nominal fee — upon request! 


We en Be of Help! 
ALL THIS AND MORE! 


A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN- 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDED! 
SPECIAL RADIO CONTINUITY 25-50-76-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL ‘EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS! 


You, foo, can jam your store with customers. They came! They saw: They bought! 


Dee 


*50 


FOR EVERYTHING 
YOU NEED TO RUN 
ANY KIND of SALE! 


Sample Full-Page Adv (Reduced) 





WE WERE WRONG-—WE ARE SORRY 
= Our Loss Is Your Gain We Overbought and Merchandise Is Piling 


=k 10 A. M. TOMORROW - - THURSDAY OFT? 


Socnome STOCK LIQUIDATION SALE 
— PUBLIC NOTICE! S@éZ0N THE PREMISES: EVERYTHING Aa G0! 
1 
Ot eae WATCHES! eecagghe 


ACR FICED? ae 2 


PLL & ar NE VER TO 8k FORGOTTEN SAVINGS! THIS 1S THE OPPORTUNITY VOUVE BEEN WAITING FOR” 


Now We Are Forced To Liquidate This New Cuaranteed Stock At 


ISCOUNTS UP TO 75% 


We? A HORSE! AR MESTMENT Some FOR THE FIRST 100 | 427%: 


PEOPLE AT OUR DOORS | ®s| WATC H E S 


af OW MAND FARLY FOR YOURS 


SUARANTEL WITH EVERY PURCHASE’ 


OUT THEY GO 


| 
SAVE UP TO 75‘ 4 DOLLAR 
SPEC/AL/ ] 


EVERY Tee "WOT GOING BUSINESS! $9 


_eer aie FEATURE 
Sf aT 











ae Fis 7 Loa , oe us 
J. BIELER PROMOTIONS 1.4.24 duu... 
* 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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KEEPER OF THE KEYS 





SEE JotsTnet, FIRST 
TO SELL MORE 
GIFT JEWELRY 


Forstner’s wide assortments of gift jewelry are planned to 
capture every customer! From popular charm bracelets 
to the fast-selling Going Steady items, from Family Brace- 





lets to Forstner neck and key chains—here’s plus variety, . es 
plus value, plus opportunity for gift volume. All from one | | | 
source, Forstner! 


Short Key Chain Assortment 
33 F330 $32.10 Per Pad 33 $330 $27.60 Per Pad 


Pot 4. ne * 








Going Steady Assortment 
6 items of assorted jewelry on stunning red and gray velvet display 


66 F047 $40.00 Per Pad 66°S047 $34.50 Per Pad 





Pin-Op Display Assortment . 
Y-4 (104 dlela me) Mm -Mal-t-1a6-faelt-los-me-lale Mie 10T-1a-melr-le lets. 

73 FOOL $40.50 Per Unit 

73 SOO1 $38.40 Per Unit 




















Charm Bracelet Assortment 


Bracelets - Charms for all the Family 72 FO66 $21.60 Per Pad 72 S066 $18.60 Per Pad 


by Sots Jer, 








Charm Chest 
a F-laletolelit-tal-1e Mh. celele Mr Tale Mi -1h'2-) arelt-telt-} Me-talel) 2 ae Wane L © 
selling bracelets, 36 assorted charms 


76 U099 $99.00 per unit 


F—1/20th 12 Kt. Gold-Filled 
S—Sterling Silver 
U—Assorted Gold-Filled and Sterling Silver 





Neck Chain Assortments— 
many styles and prices available 








JEWELRY'S NAME FOR QUALITY 








Family Bracelet and Charm Assortment 
76 tee Ben00 Per re Forstner, inc., Irvington 11, N. J. 


76 $080 $27.00 Per Pad 
‘ Showrooms: 320 Fifth Avenue, New York 1, N. Y. « 29 E. Madison Street, Chicago 2, II!. » 448 So. Hill Street, 
Forstner (Canada) Ltd., Sherbrooke, Quebec 


Los Angeles 13, Calif. 


All Prices Keystone 








wkady Schick BALLERINA....... $16,503 
|FORGET-ME-NOT (not shown). . $16. 





be J 
—————o . 
~ i sesensscncnascannely 


Me 





ees 
Rei 28 es eS % 


eek 


VARSITY comes in four trim colors —red, 


4 ady Schick in jewel-like colors 
blue, green and charcoal....... $17.50". ; 


AQUAMARINE or ROSE QUARTZ. $14.9 5* 


hem 


aN eR Sits 
ee ee a arene 


cnn Alene A et 











: 
% 





POWERSHAVE comes in four colors— 
white, i. tan, green, black . 








Lady Schick SOPHISTICATE ... . $17.50° 
Lady Schick ORIENTAL ........$17.50* 


“Prices Fair Trade Retail 
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ED: LANCASTER. PENNSYLVANIA 


INCORPORAT 


SCHICK 


CIRCULAR-KEYSTONE 





National Findings 


For Over 50 Years 
a Respected Source 
For 20,000 Jewelers 


Announces a Streamlined Plan for Buying Diamonde 


TO HELP YOU SELL MORE 
WHERE YOU PROFIT MOST 


102 $33 


Weight) 
(Total eg gh) 


B10} $16°° 


CARAT 
1 DIAMOND We 


PRICES PER CARAT OF LOOSE DIAMONDS 


5 
10 
15 
20 
25 
33 
40 
50 
75 

100 


WEIGHT 


GRADE AA GRADE A GRADE B GRADE C 


POINTS 
POINTS 
POINTS 
POINTS 
POINTS 
POINTS 
POINTS 
POINTS 
POINTS 
POINTS (1 CARAT) 


170 
$170 
$185 
$210 
$245 
$250 


$360 
$475 
5 


$160 
165 
$170 
190 
$220 
$240 


$300 
$400 
25 


140 
145 
$150 
160 
$200 
$210 


$275 
$340 


115 
125 
$130 
135 
$155 
$160 
170 
190 
$240 
$300 


p104 $29 
1/8 caRAT (Total Weight) 


QUOTATIONS OF ALL GRADES AND SHAPES 
NOT LISTED, ON REQUEST. 

TERMS: NET 30 DAYS. ON ORDERS OVER 
$350 A SERIES OF 12 NOTES, INTEREST 
FREE, IS AVAILABLE TO RATED CONCERNS. 
FIRST NOTE DUE AFTER INVOICE. 


PRICES SUBJECT TO CHANGE 
WITHOUT NOTICE. 


PLATINUM AND GOLD MOUNTINGS, PLAIN 
OR WITH SIDE DIAMONDS SUPPLIED UPON 


REQUEST. 


—— 
~ 


— — . ¥ 
A” 
- 
— 
’ 
4a} 


$197 
B108 $127 
3/4 CARAT (Total Weight) 


a1 57 


ight) 
1 CARAT (Total wn Rings and Diamonds enlarged to show detail 


NATIONAL FINDINGS CORP 


“The Answer To Every Need” 
[25 West 45th ST., NEW YORK 36, N. Y. « JUdson 6-5893 


For Prompt Attention Address Inquiries To Dept. K-50 





NOW 


Diamonds From Antwerp 
Direct To You 


Personal Import Plan cuts red tape, 
brings Antwerp diamonds direct to you 
at savings up to 1/3 


Antwerp, Belgium. — Here in the 
world’s biggest and oldest diamond 
market, wholesalers and importers last 
year spent $ 45,000,000 for more than 
half of all the diamonds sold tn the 
U.S. 

Why ? Because for rich selection, fine 
quality and low prices, the Antwerp 
Diamond Exchange surpasses all com. 
petition. 

Today you do not have to be a whole- 
saler or importer to get your diamonds 
direct from Antwerp. Retailers too can 
now take advantage of Antwerp val- 
ues. 

The secret 1s our special Direct-from- 
Antwerp Personal Import Plan. (Not 
so secret, really ; jewelers from Maine 
to California are already cashing in.) 
Under the Personal import Plan you 


Diamonds of every size, cut, color - at Antwerp 
prices - now offered to U.S. jewelers through 
Personal Import Plan. Orders filled from 1800 
vaults at our disposal. 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 


become in effect your own diamond 
importer. Your cost no longer includes 
the middleman’s mark-up. You get 
your diamonds direct from Antwerp at 
prices anywhere from 1/5 tot 1/3 be- 
low what you are used to paying. 
Result : more of your customers attrac- 
ted by better diamond buys — and up 
to double the profit for you on ever) 
sale. 

Buying diamonds under the Personal 
Import Plan is as easy as buying from 
your wholesaler. There ts no red tape ; 
there are no extra charges. Through 
our special facilities, we handle all pa- 
per work at this end. We also pay the 
shipping, banking and insurance costs. 
All you do is study our price list, spe- 
cify exactly the diamonds you want — 
size, grade, color, cut — and mail us 


Antwerp Diamond Club certifies weight of each 
Personal Import Plan shipment. All shipments 
insured by Lloyd’s of London 


Personal Import Plan diamonds come direct to 
retailer in special airmail boxes. Jewelers report 
big success with boxes as exotic touch in 
window displays 


your order (no order is too large, no 
order too small >. 

A few days later the postman delivers 
direct to your store your Diamonds- 
from-Antwerp airmail package. All 
shipments are insured by Lloyd's of 
Landon and your satisfaction is 
guaranteed. 


Free Price List 


U.S. jewelers by the hundreds say the 
Personal Import Plan ts just the idea 
they have been lodking for to step-up 
their diamond profits, render better 
service to their customers. We think 
you will say the same. 

For free descriptive tolder and price 
list, simply fill out and airmail the 
coupon below. Do it right now. 


----- 


© JOACHIM 
GOLDENSTEIN 


Diamond Club Antwerp Belgium 


diamond costs up to 1/3 by doing my 
own importing direct from Antwerp 
Please airmail free descriptive folder 
and price list. 


STORE NAME 
ADDRESS 
CITY 
ZONE 
AIRMAIL COUPON NOW |! 


(15 cents postage for airmail to Antwerp) 


| Yes, |! am interested in cutting my 


25 








Ive W STOCK JEWELRY 


BOXES WAITING FOR 
YOUR ORDER 





aa } waerenei 

Our new stock jewelry box catalog Is 
available to manufacturers and material 
suppliers, and is designed to give you a 
complete picture of our seven handsome 


new stock lines. Write for your copy 
today on your letterhead. 


--- A WIDE RANGE OF 


STYLES AND SIZES FOR 
JEWELRY AND OTHER 
SMALL ARTICLES 


Pictured below are just a few of our new stock boxes 

as shown in the catalog. REMEMBER: These boxes are in 
STOCK ready to be shipped. 

aud . .- in addition to these complete stock 

lines may we remind you of our extensive facilities 

for the designing and development of your own 

exclusive and distinctive box. We will 

al welcome the opportunity of 

considering your requirements. 


523 MT. HOPE ST., ATTLEBORO FALLS, MASS, 
RETAILERS: WE WILL BE GLAD TO SEND YOU THE NAME OF YOUR NEAREST MATERIAL SUPPLIER 
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IT’S A SHOULDER-HOLDER! 
Holds sweaters so that they 

cannot slip. Wonderful for 
capes, stoles, shrugs, scarfs. 


IT’S A CHATELAINE! 
Gives the jewel touch to a suit, 
a waistline, a neckline, a beret, 
a hair-do. 








IT’S A PAIR OF CLIPS! 
IT’S A BRACELET! 
When separated it becomes a pair 
of clips that can be worn singly 

or together... and a beautifully 
detailed bracelet. 










IT’S FASHION ALL TIED-UP IN 
A JEWEL THAT CAN BE ALMOST 
ANYTHING YOU WANT IT TO BE! 
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~ 
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TRADEMARK 
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. LL 
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TRIER 


.. AW HERE IS AN ITEM! A fashion item! A gift item! Its newness, 
i SS GE, its versatility, its beauty will make TIE-UPS by TRIFARI the 
nN - «A item of the year! A ‘How To Wear TIE-UPS’ booklet attached 





ss to each piece. Styles in tailored, simulated pearls or jewel-tones, 


priced to retail from $3.00 to $15.00. 


se TRIFARI, KRUSSMAN & FISHEL, Inc. - 16 East 40th Street, New York 16, N.Y. 


NR AMES S80 aie 


pai + 


There Is Beauty 
In Quality, and 
Quality Is an 


Eterna I radition 


Ob T-1429 
From S§ 118.00 f. tat 
to § 1000.00 f. t. 4. 


a, : 
Jentenarre 


ETERNA: MATIC Centenaire the 

world’s thinnest selfwinding watch with center 
second — is the modern executive’s 

trusted timepiece. Its ultra-thin movement, 
based on radically new principles of design, is 
precise, sturdy and functionally sound in 
inverse ratio to its thinness. The remarkably 
accurate and fashionably thin Centenaire 

has won acclaim in 124 countries of 


the world. It is the watch of the hour. 





THE ETERNA: MATIC — the selfwinding 


watch with the ballbearing-mounted 


rotor embodies all the salient 


characteristics of a truly great timepiece: 
precision, durability and faultless 
styling. The superlative Centenaire and 


Golden Heart models tributes to 


the watchmaker’s art — are, respec- 
tively, the world’s thinnest and 


smallest ballbearing-wound automatics. 


06-1419 
From § 125.00 7. t.i. 
to § 1200.00 f. & i. 


ETERNA: MATIC Golden Heart the 
world’s smallest ballbearing-wound automatic 

is the watch with the “‘heart of gold?’ 

Its distinguishing features are: 1) a unique 
23-K gold rotor that produces powerful 
winding action and 2) an over-sized barrel, 
mainspring and balance that ensure amazing 
accuracy. Its movement is ingeniously 

designed for maximum efficiency in minimal 
space. It is the modern woman’s fashion favorite. 


ETERNA: MATIC 


ETERNA WATCH COMPANY OF AMERICA, INC. 677 FIFTH AVENUE, NEW YORK CITY 22 








PROMOTE FOR HOLIDAY SELLING! 
the Ideal ¢ Gift for Him! For Christmas! 


Ho e rn NWCA vy J Ho e Ber Ihday f Fo 7 Eve cy Occaston J 





The Big NEW IDEA for Extra Diamond Sales! 





Reviving an old tradition !/ 


Levi Li LEE 





—- 


Br ite 





L/2 


The perfect betrothal gift 


ows Sy 








ouR TRIUMPH 
rie 









- ting ACCEPT ANCE Sales Presentation. 


The Gradelion of the AA we 
Gecefpila A#RCE Ring s \  F tdsatilcty inscribed .. . — RINGS ENLARGED TO SHOW DETAIL 


Long ago, when a maiden became betrothed, she as, each man’s Acceptonce ee ne 
received a ring from her hysband-to-be. To signify her , Ring carries the Latin FEATURE RING CO., INC. 
acceptance of his love and faith p expression of love and faith, 130 West 46th St., New York 36, N. Y. Date__. 
she, in turn, would give her : “ “Omnia Amor Vincit’ meaning 


oved o matching rin \ ae : 
beloved a matching ring. (ak ~ Choave Conguers OLA 


Contact your Feature Lock Wholesaler or 
mail coupon for full details today 






Gentlemen: 

[} Please rush ACCEPTANCE Sales Presentation. 

C] § now sell Feature ACCEPTANCE RINGS! 

[] Ask my authorized Feature Lock wholesaler to contact me. 
% My wholesaler’s name is 


Store Name 


Street Address 


Feature Ring Co., Inc., 130 West 46th Street, New York 36, N. Y. City : Zone_____State 


Ore CO. 1957 FEATURE LOCK PAT. 25073486 AND OTHERS OMNIA AMOR VINCIT—REG T.M APPLLED FOR ®AaccEPTANCE 1S A REG. T.™ individual's Nome 











A hig. Bhs 


All imports are shippiiii': i eae ae | 
F.O.B. Geo. Z. Lefton, Chicago Warehouse o or ee 


F.0.B. Lefton-Pacific Inc., ed Angeles V 
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15.00 dozen 
6.00 dozen 
6.00 dozen 











eg 5 Fits a fe 





#159 
#158 





. 
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me x 
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24.00 dozen ae 



















Write for literature 
and name of 
nearest wholesaler. 


$854 $7.50 Retail 








SS61 $10.00 Retail 





All sets 
illustrated 
are Sterling Silver. 
Squire actions are 
all Sterling! Squire 
fronts are all Ster- 
ling! Buy and sell 
Squire All-Sterling 
with confidence! 





ee a ee 


$$105 $15.00 Retail 








$$121 $19.50 Retail 


$$92 $10.00 Retail 











— 


$$119 $17.50 Retail 








SS111 $17.50 Retail 
All Prices Keystone Before Federal Tax 
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New seal 

and guarantee 
protect 
Hamilton Jewelers 
diamond watch 


REGISTERED GUAR 


HAMILTON DIAMOND-SET WA 


REGS Gamat NO 


The same Maenition on the rade oa ted 
the Hamntios, Compeny, Lancaster, 
Hamer Deaton Set fray 


Today authentic Hamilton diamond watches are 
identified by an unbroken seal, a registered case 
number and a registered diamond guarantee cer- 
tificate. Both seal and guarantee carry the serial 
number of the watch. 

Now your customers can select a diamond watch 
with full assurance that they're getting what they 
want... award-winning Hamilton styling, Hamilton 
accuracy, Hamilton dependability. 

This guarantee protects the Hamilton Jeweler’s 
profits. Because no other store can show the guar- 


antee, it brings diamond watch prospects to 
Hamilton Jewelers. And Hamilton’s wider diamond 
watch line offers a full selection of models in every 
style and price range. 

The dramatic ad on the opposite page will appear 
next month in the Reader's Digest, The New Yorker, 
Vational Geographic, Sports Illustrated and Ebony. 
[t will tell millions of readers why Hamilton is the 
name that means the most in diamond watches 
and to look for the seal and guarantee that mark 
the genuine Hamilton diamond watch. 
Lancaster, Pa. 


Hamilton Watch Company, 


b¢ 
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The warmth of your love lives in a Hamilton 


\ timepiece without peer, each Hamilton diamond-set watch is 
fashioned with brilliance that has won national design honors. 
Naturally, there are attempts at imitation. But your Hamilton jewele: 
will show you the unbroken seal and registered guarantee that 
mark the genuine Hamilton diamond watch. The price is lower than 
youd imagine. Left to right—Inspiration F, $275. Enchantment J. 
with 8 diamonds, $225. Splendor R. with 2 diamonds, $125. 


Hamilton Watch Company, Lancaster, Pennsylvania. 


FSA N7I/LT OV 


the watch fine jewelers recommend more often than any other 





NO. 132B WITH 
TEXTURED SURFACE 


Ballou clasp shown on brace- 
let by Berné Co., Inc. Crea- 
tors of Schiaparelli Jewels. 


ACTUAL SIZE 


Ballou s/de /ocking bracelet clasps 
now available with smart, new, textured finish 


20 12K G.F. — Sterling — Nickel 


FRICTION SIDE LOCKING ELIMINATES 14K — ] 


CAREFUL FORMING OF CATCH* No. 131 — Width 5/32” 
No. 132 — Width 3/16" 


No. 133 — Width 1/4" 


The friction side lock has a uniform snap action independent 
of the wrap-around. It eliminates the work of careful forming SOLD TO THE MANUFACTURER 
when being attached. It holds securely yet is easily opened, always 
with the same tension. 

Ballou bracelet clasps are constructed with full riveted joint, 


in traditionally fine Ballou quality. 


*All numbers illustrated are available with connecting end open or 


closed, or with textured surface as shown above enlarged. 


FINDINGS 


B. A. BALLOU & COMPANY, INC. The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 
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dation sales On 4 commission hasis 
oy 


cash buyers of manufacturer’ 
| U 
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38 BROMFIELD STREET 
BOSTON, MASSACHUSETTS 


Telephone HAncock 6-3233 


e 


LAR KEYSTO ’ / A 


Greatest sales-clincher ever 


Orange Blossom Rings 


with diamonds from the 


TRAUB 
GO (Ij ile ( > LO )N 


It’s the hottest merchandising idea to hit the jewelry business 
in years! The fabulous Traub Collection—displayed, adver- 
tised, and promoted to prospective brides everywhere—making 
Orange Blossom the easiest-selling line of fine rings in the field! 


A part of the fabulous Traub Collection, as 
displayed at the Waldorf-Astoria, New York. 


Look what goes tnto this great 
new selling idea! 


BIG-SPACE ADVERTISING! 
Starts with stunning double spread in October Seventeen—continues 
Style 241 monthly with beautiful full pages. Remember—Seventeen brings the 
E.R. $1,100 W.R. $350 story of the Traub Collection to your prospects! 


Fi iy SELLING PIECES FOR YOU! 
ye Numbered Traub Collection certificate goes to every buyer . . . is also 
blown up and laminated for counter displ: Ly. New ad mats, mailing 
pieces, handouts tie you in with the Traub Collection. Gorgeous new 
showcase trim helps you sell! 


PROFIT-SHARING AD PLAN! 

Make 5% extra profit! How? Just advertise Orange Blossom. Spend up 
to 5% of what you've paid us on the year’s purchases. Send us receipted 
bills—we'll reimburse you in me rchandise. Keystone it—mark it up any 
% ai, wav you like—and the profit’s yours! 


Orange Blossom Kings 
oe yucial ws le Use. f 


Style 597 hae 
R.$110 W.R. $23.50 to PRICES SHOWN ARE SUGGESTED RETAIL, INCLUDING FEDERAL EXCISE TAX 
tyle 240 ASK TO SEE THE FINE EMBLEMATIC AND SPECIAL-ORDER JEWELRY MADE 
E.R. $273 W.R. $100 BY OUR SCHUMER BROS. DIVISION. 


Style 219 
E.R. $200 W.R. $82.50 
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Who, But Bulova. 
world’s largest maker of fine 
watches, could bring you the added 
sales attraction of a magnificent new 
line of exquisite bracelet 

watches... 

just in time for your 

greatest selling season! 























12 beautiful models in the charm and 
color of either natural or 

white gold from $49.50 to $100.00... 
unbreakable lifetime mainspring 
...17 jewels or 

21 jewels—5 precision adjustments. 





























AN GIRL “H” AMERICAN GIRL "KY ts” ae iaioes 
AMERIC ee ee Pies ; AMERICAN GIRL "Y 
17 jewels os ieewGes Se as ot 21 jewels 
$49.50 | “ed 50 a Way $71.50 





EW 1958 “AMERICAN GIRL’ 
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INTRODUCED TO THE AMERICAN PUBLIC ON OCTOBER 24th. 


AMERICAN GIRL 'N” AMERICAN GIRL “BB” AMERICAN GIRL “DD” 
17 jewels 17 jewels, 2 diamonds 21 jewels, 2 diamonds 
$75.00 $100.00 








Startin 











could give you television’s most 
exciting new show, starring 
the world’s most popular entertainer, 








added to the gigantic 365-day-a-year 
Bulova Spot TV Campaign— 
biggest, most consistent advertising 
in the entire jewelry industry. 

















HERE ARE THE OUTSTANDING BULOVA WATCHES 
TO BE PRESENTED TO YOUR CUSTOMERS 

ON THE BULOVA-FRANK SINATRA TV SHOW 

BY GENIAL BUD COLLYER, 

AMERICA’S MOST RESPECTED SALESMAN 














BULOVA “AMBASSADOR” See BULOVA "PRESIDENT" 


BULOVA "23" 
$71.50 ee $49.50 


$71.50 





ABC-Television Network at 9:00 P.M. EDST 



































BULOVA “SENATOR” 
$35.75 


BULOVA "ROYAL CLIPPER” 









































Who, But Bulova! — 















































TOASTMASTER 


The Automatic Fry Pan with the right features for every customer! 


Tg 


9 OF 


Iimmersible 
As easy to wash as any 
other pot or pan! 


Larger Cooking Area 
Cooks 20°, more food 
than similar round pan! 


oe i ee 


Ld 
i / retail 


- ee — ft 
12 : aa ; sf Vented Covers 
/ retail - = ~ ae Stl tae ae : 
; ; er Son Polished aluminum covers 
Matching vented aluminum covers, i gs : ' 
Ra es Ieee: * vented for moisture control! 
$3.25 and $4.25 ‘ 


VERYTHING FROM BACON 10 CAKE! 


Fry pans are the fastest selling appliances in the industry .. . And look at the rest of these features: 20°;, more cooking area 
and Toastmaster Automatic Fry Pans have features to appeal than similar round pans. . . immersible for easy cleaning . . . 
automatic signal light and temperature control knob. . . vented 
covers . . . cast-in heating element . . . slanting side walls . 
handy cooking guide on the handle! 


to every prospect who enters your store! 

First of all, they have the precision temperature controls for 
which Toastmaster is famous—and precision heat control is the 
most important part of any automatic fry pan! With Toast- So when you’re talking about fry pans, talk about Toast- 
master, you insure your customers perfect results from perfectly master Automatic Fry Pans! They offer you more . . . because 
controlled heat—no hot spots or uneven temperatures! they offer your customers more! 


Call Your Toastmaster Distributor Today! . ~~ 


oll stotes hoving Fair Trode lows 


E qj i M Gq ; f i prom TOASTMASTER DIVISION 
> M ~GRAW EDISON COMPANY 


TOASTMASTER™ is a registered trademark of McGraw-Edison Company, Elgin, Ill., and Oakville, Ont 
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thru your wholesaler 


CARL-ART inc. 


PR eA owen C CE 


New York ® Los Angeles 


























Typical of the Omega 
diamond watch master- 
pieces which won the 
“Diamonds Interna- 


tional’ Au ard. 








NEW 
ACCLAIM... 


Omega wins coveted 
“Diamonds International” 
Award 


To Omega’s distinguished roster of awards comes this 
latest honor... the coveted “Diamonds International” 
Award for design excellence. Here, with the imprimatur 
of respected authorities in the fashion world, is brilliant 
recognition of Omega style leadership. This accolade 
brings yet another effective sales feature to jewelers who 
already enjoy the greatest demand in their history for 


Omega diamond watches. 


C) 
OMEGA 


THE WATCH THE WORLD HAS LEARNED TO TRUST 


NORMAN M. MORRIS CORPORATION 
655 Madison Avenue 
New York 21, N. Y. 
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Faceted ; hatham Cu 
/2 ct. eaWppratinum setting, 
with diamonds and cultured p 


WITTMAYER CO., N.Y., N.Y 


Raereo Emeralds | ct. ea 
Btinum setting WH Giamonds 
bar : 


GREEN & CO.. JEWELERS. N.Y.. N.Y 


Round Chathc ure 
. ultured Fmerald with 12 diamonds ’ 


oe Daguels os UNTERMEYER & ROBBINS CO., 


CHATHAM CULTURED EMERALDS 


Leading manufacturers and creators of fine jewelry are starring 

Chatham Cultured Emeralds in their newest, most exciting designs. Emercid cut ChoMned Emercid 4.60 ct 
Shown here are just a few of the many beautiful creations with 2 baguette diamoMds, platinum setting 
containing these magnificent stones. Ask your fine jewelry supplier to show JONES & WOODLAND. NEWARK. N. J 

you these and many other Chatham Cultured Emerald pieces. 

Loose Chatham Cultured Emeralds are available in all quality ranges, 

sizes and shapes. Matching of color tones is possible because the 

Ipekdjian collection is the world’s largest. 


Write for a memorandum selection and the four color brochure 
the story of Chatham Cultured Emeralds. 


5 Pearshape Pendant Chatham Cultured Emeralds 
set with diamonds in platinum 
on cultured pearl necklace. 


FROM THE IPEKDJIAN COLLECTION 






































You’re Partners 


in the most exciting new 


“The Price Is Right! 


The show that counts the jeweler right into the profits! 
Speidel foots the bill — to bring you more customers! 


Your Speidel distributor has all the details! All you do is nod your head 
“yes” and you're on your way to the biggest, most exciting jewelry store 
promotion in the history ‘of the industry. 


“THE PRICE IS RIGHT’ 
is JUST RIGHT for you, Mr. Jeweler! 








' 
if 
: 
: 
: 


——— 


SAD Rt at atime 









with Speided 


panel show on night-time TV 














BILL CULLEN, MC 0 “THE PRICE IS RIGHT” 


The show that’s got all the tension and excitement of today! 
ONE MILLION LETTERS A WEEK! 


THE MOST SOUGHT-AFTER TICKETS ON ANY NETWORK! 


CONSTANTLY-INCREASING AUDIENCE! 





now! Speidely $10,000 Bonus 


STARTS YOUR CHRISTMAS SEASON 


OFF RIGHT! 


x Speidel Adds $10,000 Cash Bonus To ‘‘The Price Is Right” Christmas Home Showcase! 
% Bidders Must Use Speidel Bonus Blanks To Be Eligible For $10,000 Bonus! 


% Bidders Must Come To You... Only You... An Authorized Speidel Jeweler... 
For Bonus Blanks ! 


x Speidel Backs You All The Way! Gives You Big TV Coverage, Free Dealer Material! 
te EXTRA BIG: Special Bonus For The Jeweler Who Supplies The Winning Bonus Blanks! 
x Get In On Speidel’s $10,000 Bonus Promotions! Starts Christmas Traffic Moving Early! 


IT’S ASK YOUR 
“THE PRICE IS SS ° 
RIGHT cided 
DISTRIBUTOR 


EVERY MONDAY FOR FULL 
NIGHT! “isc-w" DETAILS. 


W 












ensington is a must” 





At Pogue’s, Kensington is a must any way you look at 
it. It’s a must to keep up stock. Only full stock assures 
maximum sales ...and Pogue’s doesn’t want to have to 
turn customers away. Displaying Kensington properly 
is a must, too, at Pogue’s . . . because properly dis- 
played, Kensington sells itself. Kensington stays sold. 
No matter how much Kensington a woman gets, she 
always wants more. 

Everybody loves to give or get Kensington. It’s so 
easy to care for. Never tarnishes, never stains. Needs no 


Kensington * 


OF NEW KENSINGTON, PENNSYLVANIA 


ADIVISION of THE ALUMINUM COOKING UTENSIL COMPANY, INC. 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1957 


Easy to see, easy to sell. And so hard for customers to pass up this 
display of Kensington at The H & S Pogue Company, Cincinnati, Ohio. 


polishing. Kensington’s soft, satiny lust 


re is permanent. 


Once you've stocked Kensington, you’ll know these 


things are true. For the full Kensingt 
the coupon now. 


on story, mail 





KENSINGTON 


Wear-Ever Building, New Kensington, Pa. 


Please send full line Kensington catalog and ordering 


information. 


Name 

Store 

Address 

City Zone 


State 
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YNAMIC 


is the watchword for 

















| 
The watch that is years ahead in advanced design and accurate performance 


Distinctive ... as well as dynamic! New dial... new 
bezel ... new location of name ... new ultra-thinness 
lere is mode watch styling and performance othe 
vatches will not duplicate tor years to come. 
DOXA has drawn the bare expression ot simple line 
ind transformed it into a masterpiece that 1s worthy oi 
the name DOXA. 
And beneath this extremely modernistic face of beauty 
| watch ever created. 

\ GRATFIC reflects the reliability of the st 
— 


SLOT ¢ 
n whicn it 1s sold \nd the DOX \ GRAFIC emphasizes 
the pe rsonality ot the man for whom it is bought. 
\vailable in solid gold, gold filled 


the most highly accurate 


| he [4 »X 
} 


or stainless steel. Anti 
rotected movement to retail at $65 up 
DOXA is a 1000, Swiss Watch—made and 


cased in 
Switzerland and United States complete 


’ ;cTT)V se 1c nna } —- 
idageil ti Allg STOC! 


| and imported to the 
Reputable jewelers in selected communities are now being 
appointed. Your interest is invited. 

DOXA . the 


watch that keeps up with the time. 


DOXA WATCH CoO.., INC., 665 FIFTH AVE., NEW YORK 22, N.Y. 
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"Sales Points’ 
with... 


Wr 





REGISTERED 


Star-Like Brilliance 
Lovely, larger diamonds, 


highly styled, popularly | DIAMOND 
priced for fast turn-over. 





Star-Billing 
WialigeMlolael-imalehilalclibmeleha-laitite 
vo ffoleatolale Malate Mm ilal-y 


Star-Studded Customer Benefits 
.,. trade-in privilege, 
insurance against loss and 
el-1daslolal-taima-te lt igelilolae 





Star-List of Sales Aids 
... motion window displays, 
movie playlets, TV spots, 
al -rolal- tie laMmal-du4-J lel el-immaalel 
service, show case trays 
ol ale Melig-14 MaaloliMihi-lgehitla-» 


Star-Seller for Your Store 
If you'd like to know more 








. about Starfire simply write to: 


A. HH. POND €CO., IRC. © SY¥RACUSS 2, Me oe 














To maintain their traditional high standards of quality 














Percy Ball, noted designer, confers with craftsman Gus Zachau on a new item for the Simmons line. 


R. F. SIMMONS COMPANY prefers 






, es Quality jewelry has been a Sim- 
mons tradition since 1873. During 
this time, the R. F. Simmons Com- 
pany has never failed to meet the requirements set for 
Gold Filled by U. S. Commercial Standards. 


Simmons’ designer Percy Ball, nationally known 
leader in his field, says, “Fifty years in the jewelry 
industry has taught me three important things about 
a quality line — you need good craftsmanship, good 
design and good material. We have the skilled crafts- 
men, we’re constantly striving to improve our design 
and we use General Plate material . . . it consistently 
meets Simmons’ high standards of quality.” 


If you manufacture a gold filled line, why not try 


SALES OFFICES: 


§2 


ATTLEBORO, NEW YORK, CHICAGO, 


General Plate Gold Filled Stock 


General Plate stock for your next order. Besides adding 
to your reputation for quality, its close grain, even 
temper and uniform dimensions produce an unsurpassed 
mirror finish with cleaner blanks, less scrap and fewer 
rejects. 

Find out how General Plate can be of service to you 
by getting in touch with your nearest General Plate 
representative. Or write, wire or phone collect. 


METALS & CONTROLS Mf CORPORATION 
ATTLEBORO 


General Plate Division f MASSACHUSETTS 


LOS ANGELES 


VELERS’ CIRCULAR-KEYSTONE, OCTOBER 1957 




















Ronson’s Big EC-4 lighter deat 
gives you 10% Extra profit! 





Make way for the Ronson EC-4 Deal that spells extra profit! Behold 
the eye-arresting colorful display featuring Ronson’s lowest-priced, 
fastest moving Essex and Capri models—specially selected for 
maximum customer appeal. Lighters arrive at your store already 
set in the display under a dust-proof, pilfer-proof acetate window 


*® STREAMLINED SILHOUETTE 


A nage 


® EXCLUSIVE “POSILITE” ACTION 


vo nee 


* “BASY-TO-FUEL” SWIVEL BASE 


® INSTANT RE-FLINTING 


Watch for national TV 

and magazine advertising, 
dramatically pre-selling 

the world’s greatest lighters. 


(keeps ’em in A-1 order). And speaking of order—order now! 


HERE’S THE PROFIT PICTURE ON RONSON’S FC-4 10% BONUS DEAL 


2 Essex No. 50275 


Satin finish.Engraved design ... (retail price $8.50 each) $17.00 - 


2 Capri No. 27275 


Satin finish. Engraved design ... (retail price $8.50 each) $17.00 ; 


Total Retail Value $34.00 


RONSON 
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YOUR NORMAL COST would be......... $20.40 
LESS EC-4 10% BONUS ............. 2.04 
YOUR ACTUAL COST ...........-...- $18.36 


YOUR TOTAL ProFiT..... 19.64 
plus FREE display! 


! maker of the world’s greatest lighters and electric shavers 


RONSON CORP., NEWARK 2, N. J.; TORONTO, ONT.; LONDON, ENG. 
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Look at this lineup of Christmas gifts! 
Every one guaranteed not for! year but for 5! 


13%, 34%, 


ie 


7 
a 
Food Mixer Mixette 


Liqui-Blender 
White, $44.95 retail. Colors, $19.95 retail. Automatic Toaster White, $42.95 retail. 
Chrome, $54.95 retail. Chrome, $22.95 retail. $19.95 retail. Chrome, $47.95 retail. 


New Electric Blanket with exclusive 
“SLEEPIN' BEACON" Control 
Twin-Bed Size, Double-Bed Size, 

Single Control, Single Control, 

‘ $29.95 retail; $34.95 retail; 

; ‘ 11” Medium Gift Size, 

New “DEEP CLEAN” $ ] 9.95 retail. Electric Double-Bed Size, 


Home Drink Mixer 
Is, 
Cleaner, $79.50 retail Polished Aluminum Covers, $3.50 and $3.00 retail. Food Grinder Dual Contro . White, $22.95 retail. 
, . ; sg a : $44.95 retail. 
with attachments Copper-Finish Covers, $4.00 and $3.50 retail. $39.95 retail. 


Chrome, $27.95 retail. 


Automatic Fry Pans 
12” Family Size, 
$22.95 retail. 











~TS BLANKETING AMERICA 
5 cue YOUR STATE [ 


S 


“77 | 





15% 





66% 


This fall, we aren’t settling 
for 15 or 20% family cover- 
age, although that is accepted 
as adequate by advertising 
experts. The figures on the 


_— 


“a 


66%)99% 














map show the percent of 
families consistently reached 
by Hamilton Beach advertis- 
ing this fall—from 22 to a 
whopping 90%! The na- 
tional average is 47%. 
With that kind of satura- 
tion advertising program 
working for you, and with 


45% ae 
mie 
58%) 


AMILTON 


HAMILTON BEACH COMPANY, A Division of Q&DVILL Manufacturing Co., 
RACINE, WISCONSIN 


Christmas just around the 
corner, now’s the time to fill 
your Hamilton Beach stock 
for happy holiday selling. 
Call your distributor, today! 


HAMILTON BEACH 
ADVERTISING 
APPEARS IN: 
Saturday Evening Post 
True Story 


Parade —56 newspaper 
supplements 


Bride’s Magazine 
Better Homes & Gardens 
Successful Farming 


Family Weekly —162 
newspaper supplements 


Modern Bride 





LEGACY 
Quarter-hour Westminster Chime. Electric or 
8-day keywound. 144%” high. Retail $115.00* 


RIVOLI 
Decorator wall clock. Electric or 8-day key- 
wound. 20%” high, 20%” wide. Retail $45.00® 


SHARON 


Hour and half-hour strike. Electric or 8- 
day keywound. 151%” high. Retail $55.00 


Meet ALL Holiday Gift Needs With 


DECORATOR CLOCKS 
BY SETH THOMAS 


You should have all of these Seth ‘Thomas models in stock. chances for big-ticket sales. Big. colorful shopper ads in 
Thev’ll match many a Christmas gift list .. . and thev’re POST, LIVING, BETTER HOMES & GARDENS 


only a small part of the complete Seth Thomas line- Home Furnishings Ideas Annual and other leading na- 





a line designed to meet every gift need. With full-line selling tional magazines will give your Christmas sales an extra 
your customers can take their pick from a complete selec- push. ‘Time is short—the gift-buying season has already 
tion of styles and models . . . every holiday customer be- started—so fill out your Seth Thomas selection now while 


comes a multiple sales prospect . . . you increase your distributor stocks are still full 


SETH THOMAS 


I homaston., CL onnecticut 


MASTERPIECES IN TIME SINCE 18193 
Ni j Corporat 
Division of mr orporation on 





CLASSMATE-8 
Decorator travel alarm. 7-jewel, 30-hour key- 
wound, 2%” high, 2%” wide. Retail $10.95* 


| "4 
CEYLON 5 
Hour and half-hour strike. 4-jewel, 8-day key- 
wound. 5%” high, 8%” wide. Retail $39.75* 
2 
eeeeeeaeooooonoeeoaoeeosoeeoeoeeeeeeeeeoeePe @Ceeeeeeeeea ee eee eeeeeeeee eee 
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GE 


MEDBURY 


Quarter-hour Westminster Chime. Electric or 8- 
day keywound. 91%” high, 20” wide. Retail $59.50* 


SPLENDOR 


Modern decorator alarm. Electric. 
4¥,” high, 7%" wide. Retail $29.95* 


ENTREE 
Decorator wall clock. Electric. 
Diameter 12”. Retail $32.50® 


There's still time to put DECOR-AMA 

to work for holiday sales! 
DECOR-AMA effectively displays deco- 
rator wall clocks—large and small—in a 
minimum of space. Compact. Low cost. 
Self-liquidating with sale of FREE clock. 
Choice of island or wall units. Immediate 
delivery, pre-paid’ Ask your distributor 

BROOKFIELD for details. 


Hour and half-hour strike. Electric or 8- 
day keywound. 29” high. Retail $75.00* 
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samen Pins and Earrings 
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PRJ210 ‘ PRJ211 


4 a G, The pieces illustrated range in price from $700 to $3500. 

| in ) Available on consignment to rated concerns. 

R. Sourtma 4 Z € WC. Pieces are illustrated actual size. 

125 WEST 45th STREET + NEW YORK 36, N. Y. * JUdson 6-5893 For Prompt Attention Address Inquiries To Dept. K-50 
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ERNEST BOREL 


Swiss Watches guarantee precision timekeeping! 


This REVOLUTIONARY 
CONCEPT in watch cat- 
alogs from ERNEST BOREL 
enables any sales person to 
sell with confidence and 





authority. 


TAKES Only Q INCHES 
OF COUNTER SPACE! 


In anticipation of the needs of the fine jeweler in to- 

day’s ever-tightening market, ERNEST BOREL has de- 

signed a unique, loose-leaf counter selling piece that 

enables even the most inexperienced salesperson to 

answer any question the most discriminating cus- 
Detailed Watch descriptions tomer might ask about the line. This exciting new 
are visible to salesperson while customer concept in selling can turn even your part-time help 
sees life-like watch pictures. into volume-producing ERNEST BOREL salesmen. 





EASEL-BACK CONSTRUCTION 

e Provides display appeal at the point-of-sale, invit- 
ing consumer attention 

e Puts detailed descriptions and sales tips on jewel- 
er’s side 

e Customer sees only pictures and information in- 
tended for him during sale 

e Features loose-leaf pages which simplify keeping 
catalog current. 


Complete and easily understood technical information 
showing 18 features that make ERNEST BOREL superior. 





ERNEST BOREL offers more exclusive features than any other 


fine watch line in the world. Here are just four of the “Years Ahead’’ Watches 
shown in the new ERNEST BOREL Catalog. 
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THE CDatoptic ~ 


One out of every four self-winding ERNEST BOREL watches 
sold today is a “Datoptic’’. Gives the day’s date in a tiny 
magnifying lens. Self-winding, invisible night-lighting, con- 
cealed crown styling, lifetime mainspring, water and shock 
resistant. Precision INCASTAR Regulator. 

From $85.00 


THE 


“Rendezvous ALARM 


TWO separate “lifetime” mainsprings. One runs the watch; 
the other rings the alarm. Reminds wearer of appointments, 
medicine, parking, etc. Water and shock resistant. Precision 
INCASTAR Regulator. 


From $71.50 
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THE Q[0tra-slim § ¢=—_ = SR 


Constant time with an ever-changing face! A fast-seller in LESS THAN 15 HUNDREDTHS OF AN INCH THICK! Water 


THE “Cocktail” 


both men's and women’s styles. Famed ERNEST BOREL accu- and shock-protected movement. Lifetime mainspring. A fast 


racy, with a kaleidoscope dial that delights discriminating seller with college men and style-conscious older men. One 
customers who want a TRULY UNUSUAL watch. of the world’s most modern and beautiful watches. 


From $71.50 From $57.50 
F, T. 1. ETL 
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ERNEST BOREL WATCH CO. 

1008 Walnut 

Kansas City, Missouri 

Please send me full information about the 1958 ERNEST BOREL catalog, 
and your program of dealer helps for selected fine jewelers. 


ERNEST BOREL 


WATCH COMPANY 


Neuchatel, Switzerland 


1008 Walnut 


U. S. OFFICES: / Konsas City, Mo. 
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200 3545 Set $25.00 
Sterling with Crystals, 
Hand Engraved 





150 3500 Set $17.50 
Sterling, Black Stone, 
Hand Engraved 
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Hand Engraved 


65 2512 Set $6.95 
Hamilton or Rhodium 
Black Stone with Cry stal 





75/2471 Set $7.95 


Hamilton or Rhodium, Sterling Insert 


Hand Engraved 
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50 (2442 $5.95 


Wn. Foweler: For Your Pride Ana 


5GEST GIFT 
















35/2433 Set $3.95 


Hamilton or Rhodium 


a 
cCxecutive 















Gift $50.00 (4500 





So...Mr. Jeweler... Place Your Order Today 


ny us For Profitable Foster Gift 








Available Through Leading Wholesalers 


Jewelry. 














65/3587M $6.95 
Sterling, Hand Engraved 
Money Clip 


i iE “ 








PRODUCTS, INC. 


Manufacturers of Men's Jewelry and Watchbands © 37 Union Street, Attleboro, Mass. 


29 E. Madison St., Chicago, II}. ° 


tise 8 





657 Mission St., San Francisco, Calif. 





Their Joy In Christmas Giving 


i * 


1455Y-P (440) $5.95 
1455SS (290) $4.95 


FOR MEN! 
FOR WOMEN! 


FOR CHILDREN! 


Everyone Wants Gift Jewelry By Foster 


brings ‘em back! Suggest Foster 
jewelry, and you recommend the ultimate 


in styling... finest craftsmanship . . . exceptional 
1446Y — Alligator (549) $6.50 
1446SS — Black-Lizard (380) $4.95 


packaging. 


angus 
S 





uggesting the recognized 
quality . . . Foster mens, 
Ident-O- 


Trandara 


; ie ’ ‘| ; . i | A j 
ladies ana cnilarens watcnpana 
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1456Y (530) $6.95 
1456SS (480) $5.95 
41Y (890) $10.95 Avail. Light, Dark, Black, 
41SS (830) $9.95 Alligator Lizard 
Sterling Cover, Hand Engraved 


550Y-W (350) $4.95 


40Y (750) $8.95 
40SS (660) $7.95 
Sterling Cover 
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154Y-W Fits All (450) $5.95 


70OY (830) $9.95 
70SS (660) $7.95 
Sterling Cover 


SE itt i iil 
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155Y — Brown Lizard (510) $6.95 
155W — Black Lizard (510) $6.95 


15Y (600) $6.95 

15SS (530) $5.95 
Kid's Compass Ident 

Sterling Cover 





CUSTOMERS APPRECIATE the fast, accurate service provided 


by this National Posting System. 


“My Clalional Cash 


National System. 





TRIM, MODERN INTERIOR of [lomer I|. 








Bean, Inc. 


and Credit System 


saves me‘1,800 a year... 


pays for itself every 12 months ”—tomer F. Bean, Inc., Findloy, Ohio 


**‘Now that we have a National 
System, we know exactly how each 
customer’s account stands,’ writes 
Homer F. Bean, president of Homer 
F. Bean, Inc., jewelers. “Our Na- 
tional assures us of complete control 
over all transactions. As a result, we 
realize savings of over $1,800 a year. 

‘‘Each payment on account is 
printed on our store’s record in the 
presence of the customer. Also shown 
is the mechanically computed bal- 
ance. The same information is printed 
on the customer’s receipt. Customers 


are impressed with the modern, effi- 
cient way we handle transactions. 
We now have maximum control over 
all cash and credit transactions. 

“Our National System pays for 
itself every 12 months. It certainly is 
one of the best investments we ever 
made.”’ 


Kener’ fw 


Pres. of Homer F. Bean, Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 





Your jewelry store, too, can profit from 
a National’s time- and money-saving 
features. Nationals pay for themselves 
over and over again. For complete in- 
formation, call your nearby National 
representative. He’s listed in the yellow 
pages of your phone book, 


*TRADE MARK REG. U. 8. PAT. OFF. 


CASH REGISTERS » ADDING MACHINES 
ACCOUNTING MACHINES 
wcr PAPER (No Carson Required) 
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Now—A NEW CATALOG | 


‘The Rosary of 7 
containing our 


the Month" ) 
é Mon Ps zo COMPLETE LINE of 
Catamore, leading manufac ; Cuan ane Rees | | 7 STOCK JEWELRY BOXES 


turer of quality sterling silver 
religious medals and rosaries Bee: 
with distinctive original de- @& pepe ' FF a You'll find a box to suit 
signs. fer oe ae , 





every requirement—all 
expertly designed and 


tastefully finished . . . in 


stock ready for you. 


R500/3t Sterling § silver, ; ; Hay Li 4 Wholesalers OW, Box CO. 


hand engraved cross & 


center, Round beads. Re- BS. toy = and Manufacturers: HO STREET 
tails $8.00 thru your “ee ret eae Ee Send for our new $23 MT. PE 
Se | s : ATTLEBORO FALLS, MASSACHUSETTS 


wneronmeer eee illustrated brochure. 


| CLINCH THOSE CHRISTMAS SALES iPr Remembrance 
ith NATIONALLY ADVERTISED LaMod Par oa 
wi ol Se 


in a wide variety 
of chain designs 
Available in 


Sterling Silver * 1/20-12 K.G.F. 
10K and 14K 


SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. ¢ Providence, R. I. 


NEW YORK + CHICAGO + LOS ANGELES 
RIPLEY & GOWEN _ INC. Besson wnt Massachusetts 
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Masonic Blue Lodge with 2 dia- 
monds, 10 K gold inlaid em- 


blem and synthetic ruby stone. Pi eee : 1] ae a pl | 8 & 
Ny No. R180/6 Beare | - Tht 


Sa ES $51.00 each Keystone ales 
Masonic Blue Lodge with 4 dia- ee . Fa 
nonds, 10 K gold inlaid em- ee oe a ae aE ae pay 
ie and icicle ilies sale eace®: m Another new addition in the Watchbands line is this 
a . : rugged men's band with genuine reptile skin inserts, 
eensiee - : finished in 1/20 12K Gold Filled or Stainless Steel 
a ee | with straight or curved ends. 
Ask your wholesaler to show you our complete line of men's, 


IRONS & RUSSELL co ladies’ and children's watchbands and expansion idents. 


mroviognce - nwODE stan = WATCHBANDS INC 


Emblems since 1861 
oa pele Seeeenee ee aa NORTH ATTLEBORO, MASSACHUSETTS 

















Exclusively for...the independent Jeweler 


MORE SATISFIED CUSTOMERS and BETTER PROFITS 


Feature the finest in self-winding watches—feature 
the Wyler Superior, result of over 30 years pioneering by Wyler’s Master 
OF eb ac—anl—laPaey [oh an 2ol) Mot lalilaleia-t-t-1-m Zell] m-t-11-1- Mh colt dal-Muslol-3al- ¢-Coadlale 


customers—at the same time increase your profit too. 


SUPERIOR 


by 


Wyler 


incaflex 


Superior in Accuracy 
Superior in Styling 


Superior in Dependability 





ss 
w 


ADVERTISED IN 


Shock resistant, water resistant, 25 Jewels 
a 5 3 Illustrated 14K gold $185.00; other 
Wyler Superiors from $87.50 retail. 
Wyler incaflex—the watch that was dropped from the Eliffe 


WYLER WATCH CORPORATION « 131 East 23rd Street, New York 10, N. Y. 













PRINCESS IRA ) 
WEDDING OF YEAR 
IN VENETIAN SPLENDOR 
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LIFE —royal setting 
for the jewelry 











industry because... 
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Readers open the pages of LIFE with a sense of discovery. They 
delight in the surprises that make every issue of LIFE so lively. 
They expect—and get—the unexpected. And that’s why people 
respond with such enthusiasm to what they see in LIFE... to 
its news and features and stories . . . to its advertisements. 


Fifty-two weeks a year, right in your own neighborhood, 
LIFE reaches your potential customers with ads for the prod- 
ucts you sell. In an average community—like yours—LIFE 
reaches 3 out of 5 households in a 13 -week period. 


Source: A Study of the Household Accumulative Audience of LIFE. 
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Jewelry retailers respond to 


In fact, more jewelry retailers tie in with LIFE than 
with any other magazine. 

Compared to any other magazine... by actual 
count of tie-in displays, almost three times as many 
jewelry retailers use advertising from LIFE to 
help them sell. 


Here are three examples of how jewelry retailers are 
JACCARD’S, ST LOUIS, MISSOURI 
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ABELSON’S, NEWARK, NEW JERSEY 
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by tieing in with Advertised-in-LIFE 


And, as a result of their experience using LIFE tie- 
in displays... 


Jewelry retailers — by almost 3 to 1—pick LIFE 
as first choice to carry advertising for the prod- 
ucts they sell. 

(Based on a survey conducted among jew- 


elry retailers by an independent research 
organization, Audits & Surveys Co., Inc.) 


using LIFE in their day-to-day selling 


J.D. HUDSON CO., MINNEAPOLIS, MINNESOTA 


International Merling 
poms 
“ AS 
; / 


PRODUCTS ADVERTISER 


GB Hudson Go. 





Admiral Corporation 
Television 

American Cyanamid Co. 
Melmac Dinnerware 

American Luggage Works, Inc. 

Ansco 
Anscochrome 

Argus Cameras, Inc. 
Cameras 
Projectors 

Arvin Industries, Inc. 
Radios 

Aurora Industries 
Projection Screens 


Bausch & Lomb Optical Co. 

Bell & Howell Company 

Beltone Hearing Aid Co. 

Benrus Watch Co., Inc. 
Belforte Line 

M. Z. Berger & Co. 
Watches 

Brite Manufacturing Co. 
Watch Bands 

Burroughs Corporation 
Adding Machines 

Buxton, Incorporated 
Wallets 


Capra Gem Co. 
Diamond Rings 
Carter’s Ink Co. 


Columbia Broadcasting System, Inc. 


Record-Phonograph Division 
Comptone Company, Ltd. 
Coro Inc. 

Jewelry 


De Beers Consolidated Mines Ltd. 
De Beers Diamond Promotion 


Decca Records, Inc. 
DeJur-Amsco Corporation 
Cameras 
Eastman Kodak Company 
Cameras 
Verichrome Film 
Slides & Snaps 
Elgin Watch Company 
Enicar Watches 
The Esterbrook Pen Co. 
Eversharp, Inc. 
Shaving Instruments 
“Y” Razor 


Feature Ring Co., Inc. 
Ferber Ball Point Pen Corp. 
Fosta-Grantly 

Sunglasses 


General Electric Co. 
Christmas Promotion 
Hotpoint Co.—TV Receivers 
Housewares & Radio Receiver Div. 
Radio Receiver Dept. 
Irons—F 61 
Lamp Div.— Large Lamp Dept. 
Portable Appliances 
Skillets 
Television Monochrome 
General Time Corporation 
Westclox 
Gold Filled Mfg. Assn. 
B. F. Goodrich Co. 
Luggage 
Jean R. Graef, Inc. 
Girard Perregaux Watches 


Hallmark Cards, Inc. 
Hampden Watch Company 
Watches 
Hassenfeld Brothers, Inc. 
Empire Pencils 
Helbros Watch Co., Inc. 
Hickok Manufacturing Company, Inc. 
Hirsch & Oppenheimer 
Riviera Watches 
IBM 
Electric Typewriters 
Incabloc Watch 
Shock Absorbers 
International Molded Plastics Inc. 
Dinnerware 
International Silver Company 
1847 Rogers Bros. 
Holmes & Edwards 
Stainless Division 
Sterling Division 


David Kahn, Inc. 
Wearever Pens 


These are the brands your 
... the products they . 


January through 


Kalimar Inc. 
Aires Camera 
Keystone Camera Co. Inc. 
Krementz Jewelry Inc. 
Longines-Wittnauer Watch Co. Ince. 
Longines Watches 
LeCoultre Watches 
Wittnauer Instrument Div. 


McGraw-Edison Co. 
Toastmaster Division 

Manco Watch Strap Co., Inc. 
Watch Bands 

Massover Bros. 
Diamond Rings 

The Meeker Company 
Handbags & Billfolds 

Merit Mfg. Company 
Sunglasses 

Mido Watch Co. 

Motorola TV 


Norcross Greeting Cards 
Norelco Shavers 
Novo Card Publishers Inc. 


Olympic Radio & Television Inc. 
Omega Watch Company 
Opti-Ray 
Sunglasses 
Owens-Illinois Glass Co. 
Libby Glassware 
Paillard Products Inc. 
Bolex Cameras 
Panat Jewelry Company 
Parker Pen Company 
Phileco Corporation 
Appliance Division 
Transistor Radios 
Polaroid Cameras 
A. H. Pond Co. Ine. 
Keepsake Diamond Rings 
Poole Silver Co. 
Sterling & Silverplated Hollow Ware 





customers see in LIFE 


-respond to... 


December, 1957 


Prince Gardner Company 
Billfolds 


Radio Corporation of America 
Radio-Victrola Division 
Television Division 
Victor Records 

Revere Camera Co. 

Ripley & Gowen Co. 
Jewelry 

Roland Radio Corp. 

Rolls Razor, Inc. 

Ronson Corporation 
Accessories 
Lighters 
Shavers 

Royal McBee Corporation 
Typewriters 


Schick, Incorporated 
Schick Electric Shavers 
Scripto, Inc. 
Pens & Pencils 
W. A. Sheaffer Pen Co. 
Shield’s Men’s Jewelry 
Shuron Optical Company, Inc. 
Shwayder Bros., Inc. 
Samsonite Luggage 
Skyway Luggage Co. 


Smith-Corona Inc. 

Typewriters 
Sperry Rand Corp. 

Remington Rand Shavers 
Steelman Phonograph & Radio Corp. 
Sunbeam Corporation 

Shavemaster 

Appliances 
Swank Inc. 

Men’s Jewelry 
Sylvania Electric Products Inc. 

Radio-TV Division 

Photolamp Division 


Trifari 
Jewelry 

Tuckersharpe Pen Co., Inc. 
Ball Point Pens 


Uncas Manufacturing Co. 
Kiddiegem Jewelry 

Underwood Corporation 
Typewriters 

United Plastics Corp. 


Vent Air Contact Lenses 
E. S. Vihon Co. 
Brummell Wallets 


Waltham Watch Co. 


Because of last-minute changes some items may be omitted. 


Webcor Inc. 

Westinghouse Electric Corporation 
Lamp Division 
Television-Radio Division 

Whirlpool-Seager Corporation 
Air Conditioners 

Winthrop Watch Company 

Winton Watch Company 
Marc Nicollet Watches 

J. R. Wood & Sons Inc. 
Artcarved Diamond Rings 


Zippo Mfg. Company 
Zippo Lighters 


Manufacturers show their response to LIFE 
...here’s how they rate magazines In 
terms of advertising investment 








(January—June, 1957) 


LIFE 

Saturday Evening Post 
Time 

Look 

Better Homes and Gardens 
Ladies’ Home Journal 





Source: Publisher's Information Bureau 


Total Advertising Dollars 


$69,311,839 
47,687,795 
22,809,557 
20,817,663 
17,141,810 
15,188,057 


LIFE 


Reader’s Digest 
Look 

Time 

National Geographic 








Jewelry, Optical Goods & Cameras 


Advertising Revenue 
(January—June, 1957) 


Saturday Evening Post 


$1,828,624 
1,140,364 
689,100 
069,216 
285,629 
237,151 








It all adds up to this... 


people— manufacturers 
retailers 
your customers— 


respond to LIFE 


aT) ‘ RIVIERA FASHIONS 

7 ; } 64 _ ci ; bos . , ay 

en Ae : ’ ’ PAJAMA TOP JACKET 
Lat wir ; ; * 


2 ceNTS Ay j , 20 CENTS 


MARCH 4 1957 APRIL 16, 1956 


and this response— 


. makes LIFE a royal setting for jewelry advertis- 
ing that pre-sells your customers, and 


. makes Advertised-in-LIFE tie-ins truly effective 
reminders that the best things—famous LIFE-ad- 
vertised products—are in your store. 


is bought by more people each week 
than any other magazine. 


is read by 12,000,000 households 
every week. 
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Louvie Gives You Everything? 


25 JEWELS 


. from the smallest 512 ligne — to the 
amented automatic with 


hidden crown! 












Louvic does it again! Ladies’ dress models in RGP and 


, , 
a 
a A re Smet 





14K. Water-resistant and chrome steel. Ladies’ sport water-resist watches in 







chrome tops, all stainless steel and yellow. Men's ultra-thin waterproofs in chrome top — in all 


stainless steel and yellow. Men’s automatics with hidden crowns in all stainless steel and yellow. 








with the famous name 
your customers have 
seen advertised in 


Order from your wholesaler . . . or write for name of wholesaler 
in your territory. 


*K S. Patent 


LOUVIC WATCH CO. Inc. se aaa 


17 iewels with 


62 WEST 47th ST. NEW YORK 36, N.Y. "peut daaee 





AT JEWRERY COUNTERS EVERYWHERE... 


the world’s —_— sro fitable auf item! 


Gentlemen, behold: this neat little package labeled “Miss Young America” contains 52 weeks-a-year of 
Christmas, rings up jewelry gift sales like nobody else around: immediately (she’s that irresistible )— 
impressively (she’s that persuasive )—and invariably (she’s that blessed with all those “extra special” 
occasions )! ; 

After all—this girl is still counting birthdays (and making sure her birthdays really count!) — totting 
up a lovely lot of friendship tokens and reminders of romance (and who could be more sentimental 
than a teen-age girl! )—garnering a gross of graduation gifts, a slew of summer send-offs, a billionaire’s 
batch of requisites for back-to-school! 

Then too—since more girls marry at 18 than at any other age—she’g¢ale¢ady found her place in the 
long “receiving line” of trousseau gifts that speeds her happily along*trom‘unior high to honeymoon! 
Obviously, today’s young woman under twenty has the world on a string; thanks to SEVENTEEN, a whole 


generation of young women has that string tied smartly ’round a jewelers’ giffebex 


‘> 


More than any other publication, seVENTEEN—the one magazine read, within 3 issues, by 75% of all 
teen-age girls—s’ apes the preferences that shape the patterns of this entire market—wraps up a life- 


time supply of shopping habits (and a sales-prospect guarantee!) with every single reader! 


488 Madison Avenue, New York 22, N. Y. 


She burs rom. SOVOMCEN 
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BRIGHTEN UP YOUR STOCK 
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More and more manufacturers have 


Advance showings of jewelry at the R.J.A. 
Convention in New York indicated that 
during 1957-58 more jewelry will be 
made of palladium than ever before. 
discovered how satisfactory it is to work 
with gleaming white palladium. More 
and more consumers will want precious 
palladium for important pieces as well 
as everyday jewelry. 
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See these close-ups of smart, new 
D 


Focus your customers’ atten- 
tion on these palladium pieces 
...all are available immedi- 
ately...some on memo...many 
are nationally advertised. Prices 
shown are suggested retail. 


og ee ee ee ee 


Distinctive palladium earrings 
handsomely set with diamonds. 
$3,000. Max Stein, 29 East Madison 
Street, Chicago, Illinois 


Palladium clasp with cultured 
pearl, 12 diamonds and sapphires. 
$600. A. & A. Jewelry Mfg. Co., 145 
West 45th Street, New York, N. Y. 





tie ie ie i OO Oa eo S&S ss 


Oi 2 
—a tt Lets eae nonoa oe eS SS 


Palladium brooch with diam 
onds i : | | , 

and sapphires. Separates into two Palladium brooch paved with mar Palladium earrings with marquise, 

clips. $8000. Robert Barre, 2 West quise, baguette and round dia- baguette and round diamonds. 

’ $9,000. Koven Freres, $1,250. Lawrence Bernard, 36 West 


47th Street, New York, New Y monds. 
a Fast 48th Street, New York, N. Y- 47th Street, New York, New York 


one ee Bie 





C7 


Round, baguette, marquise dia- 
monds set in palladium earrings. 
$3,280. Robert Altman, Inc., 38 West 
48th Street, New York, New York 


Palladium pendant; 16 carat opal ing i 
a with 32 points of diamonds. Palladium brooch or te ae 
20. Dale P w design; 
owers, 67 North 2nd smart ne Gaum, 10 West 


Street, Milwaukee, Wisconsin with. Pedersen & 
47th Street, New York, New York 





Nop oO oD 


Petal design palladium earrings set 
with center diamonds. $300. R. 
Haeflinger & Company, 55 East 
Washington Street, Chicago, Illinois 


pendant; large blue [ 
heart-shaped topaz set with dia- 
r monds. $450. Erwin Reu. Inc., 68 m 
Orchard Street, Newark. N 
, New Jersey Fifth Avenue, New York, New York 


Palladium, yellow gold and enamel 
pin with diamonds and cultured 
pearls. $450. Sloan & Company, 580 


Ct fo oe oe oe oC oe eo ee eo co 











ee 
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merchandise you can have in palladium 





Palladium Past Matron (Eastern 
Star) crown emblem mounting. $50. 
Charles Birnbaum, 162 Fulton 
Street, New York, New York 








nd yellow gold fj 





; a 
Man's palladium , ‘amonds. 
Shrine ring vee —" poe Western Man S palladium ring, synthetic star | 
$280. W. L-. “-—" O-ille, Florida sapphire, two side diamonds. $150. | 
Union Bidg-, Jac . Kushner Jewelry Co., 71 Nassau 


] Street, New York, New York 





Palladium Shriner’s lapel button 
set with diamonds. $75. Craft & 
Co. Div. of Shiman Mfg. Co., 109 
Monroe Street, Newark, New Jersey 


= 





= Bm Bo 


w 
Distinctive palladium ane oe. 
old 32nd Degree Mason Barc 
£95. Sol Scharf, 71 Nassau , 


UJ New York, New York 


Man's palladium ring; onyx set with 
diamond. $55. House of Kraus, 300 
Stanwix Street, Pittsburgh, Penna. 


moow 


ead 





De Luxe palladium lapel button 
with diamond ; 32nd degree Ma- 
sonic. $45. Irons & Russell Co., 95 
Chestnut Street, Providence, R. |. 





Cn Ca Ga Ga C) 


hite 

U Palladium ring for 6 ae 

synthetic sap a ie Set 
monds. $70. The Samsan - 

Pine Stree 


——— ee ee ee oe ee 


Calendar cuff links in palladium 
with diamonds. $180. R. T. Jewelers 

| 152 W. Wisconsin Avenue, Milwau- (] 
kee, Wisconsin 


I q 








(Prices shown are suggested retail) 


ern Star); diamonds, colored stones. 
$190. Wefferling, Berry & Co., Inc., 
8 Rose Street, Newark, New Jersey 


PALLADIUM...a precious metal of the platinum group 


Palladium Past Matron’s pin (East- 0 
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Palladium rings; emerald cut and 
tapered baguette diamonds. Set, 
$600. Bristol! Seamless Ring Corp.., 
71 Nassau Street, New York, N. Y. 


Palladium and yellow gold rings 
set with diamonds. Allison-Kaufman 
Company, 424 South Broadway, Los 
Angeles, California 


SS we CO) CL eee OC CO Obie ee Bee. 
es fs tL owt ow Co oe oe ee ee eee Ge Co oe ie GC Ge OO 


CT 


Palladium rings with diamonds in 
“Star Belie” style. Set, $579. John 
Giovannetti Mfg. Jewelers, 115 West 
45th Street, New York, New York 


C1 





Palladium and gold “Emerald-Glo” n 
a rings with diamonds. Set, $600. 
David Karp, 31 West 47th Street, 





New York, New York 


Palladium 
and yellow 
nee Mink set with dia Bold occa- 
ston & Ss Mond. $53. 


ilvey, 
New York, New York ae Street, [ 1 


Palladium ri 
" . 
ony customers’ own giamencesiened al 
Street, #COVer Inc., 587.597" 12> 
+ Buffalo, New York — 


Palladium bri 
‘ ridge mountj 
Necth ean Kinsley g nh, ten, ane 
Street, St. Louis, Missourj 


(Prices shown are suggested retail) 








MOoonciocoioogagondog 


Semi-mounted palladium engage- 
ment ring; matching wedding ring. 
Set, $275. Al Fox & Associates, 29 
East Madison Street, Chicago, Ill. 


0 
U 
U 
i 
i 
i 


Miniature U. S. N. Academy ring in 
palladium; matching wedding ring. 
Set, $325. Herff-Jones, Eastern Div., 
571 Broad Street, Newark, N. J. 


Palladium engagement ring with 
synthetic ‘‘Fabulite’’ center. $125. 
Fred Seltzer & Co., 111 North Canal 
Street, Chicago, Illinois. 


J 
i 
i 
U 
U 
i 
0 
U 
O 
U 
U 
0 
U 
0 
U 
U 
U 
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Palladium ring: emerald-cut center 
diamond; side baguettes. $824. 
Byard F. Brogan, 801 Walnut Street, 
Philadelphia, Pennsylvania 





Platinum Metals Division, THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wali Street, New York 5, N. Y. 
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pieces today and watch your sales climb. 




















[] Semi-mounted palladium ring with 
baguette and round diamonds. 
$335. H. F. Shelow, 30 West 4th 
Street, Dayton, Ohio 


Ui 


ith dia- 

bracelet set W! 5. 

Palladium cultured pearls. “— 
monds a er Jewelry Co., 


jack Gutschneid 
Fifth Avenue, 


New York, New 
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Diamonds and cultured pearls in a 
palladium setting. $250. Honora 
Jewelry Co., 42 West 48th Street, 
New York, New York 


U 


ee BE mm BE om BR om Be 


Palladium twist ring set with two 
cultured pearls. $45. Van Buelow 
Jewelers, 8 South Northwest High- 
way, Park Ridge, Illinois 


U 
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nds 
palladium bracelet with os. $800. 
. a . 
[| and synthetic o weal 47th Street, Palladium watch and attachment 
Eitelbach — York with round and baguette diamonds. [| 
New York, Ne $1,600. Spinl-Levine, Inc., 48 West 


1 Dainty pallad 
mounting. 6 


31-33 Governo 


L 





ium filigree DF 
1. Barrasso 


r Street, Newar 


acelet 


& Blasi, 


k, N. J. 


(Prices shown are suggested retail) 





48th Street, New York, New York 


Man’s palladium watch; 5 baguette 
diamonds set in dial. $250. Lucien 
Piccard Watch Corp., 37 West 47th 
Street, New York, New York 
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TIRAEX BRINGS YOU 


C TELEVISION 


Timex, the world’s largest manufacturer of watches sponsors the great, 
~~ ) hour-long BOB HOPE TELEVISION SHOWS for Fall and Winter 1957-58 
— ... featuring Bob Hope, the greatest name in entertainment... head- 
4\) ing a sensational cast of the most important stars in show business... 
selling the world’s biggest stars in the watch business. 


The TIMEX “‘HOPE PROMOTION” will give you your most successful watch 
selling season ever. Plan your window displays... your counter displays 
95 - ... your streamers...your counter cards...your mailers to tie in with 
the biggest show events of the year. See your TIMEX distributor for all 


your merchandising needs. 


More people buy “Ti RA — 3< than any other watch in the world! 


500 Fifth Avenue, New York 36, N. Y.°*1300 James St., Toronto 9, Canada 

A -” on _ “ 

149 ‘% See you November / 8:30-9:30 p.m. EST 

. oa i Check your local newspaper for time and local NBC-TV Station 
*as long es crystal, case and crown remain intact. 
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HERE’S THE TRADE-MARK 


MESH 
WHITING & DAVIS CO 


a 





TR 
ADE. D 
MARK REG. U.S. AN 





THAT HOLDS THE TRADE 






t’s not enough merely to attract business. The thing is to 
hold it. Repeat buying by the consumer is the foundation 
of steady profit for the dealer. And confidence is the founda- 54 


tion of repeat buying. Products bearing the hon- Hf, 4; 
orable Whiting & Davis trade-mark have been in- sh # ing 


spiring this confidence for eighty years now. And 4h ’ AASIVIS 
\" il | Ale Bi 


the best stores in the land feature it with profit. 


Plainville, Mass. | ieaerwres caress 


& DAVIS 


HAND IN HAND WITH FASHION—SINCE 1876 


Wuitinc & Davis, Inc. * 
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Kreisler Colibri Lighter Showcase — 132 square inches 
of the smoothest salesman in your store. Counter display 
#501 SC—free with Kreisler Lighter Showcase Assortment. 


Genuine walnut case, peacock blue interior, pilfer-proof 


late glass cover. snap-on plexi-glass top cover. Exclusive. 
| z | | | 


“try-it-vourself” lighter attached. 12” x 11” x 814” 
Versailles table lighter 
series. Flawless ele- 
gance, accented by the 
gleam of brilliant de- 
sign. In 4 patterns: Sun- 
burst #907-T (illus.) 
Fern 908-T; Swirl 
909-T ; and Salem 910-T. 





Light it once... twenty times... 191 times a minute .. . the 
Kreisler Colibri always lights! Always stands out as the one 
lighter that’s really different ... really better. Over seventy 
models to choose from. Men’s, ladies’, table and Day and 
Nite Sets—all jewelry designed, all precision engineered to 
step in and deliver the most-eye-opening sales demonstration 


in the industry. Kreisler puts new excitement at your finger- 


tips, new business in the palm of your hand. Make sure you 


see the complete Kreisler Colibri line. Get in touch with 


your Kreisler salesman or send for the free catalog today. 








GHTS EVERY TIME 
SELLS EVERY TIME! 





*K 
MARTAG Ms 


North Bergen, New Jersey 





<3 











ality is never an accident... 


Over 70 years of knowledge and experience in th 


making of fine watches goes into every Marc Nicolet. 


Mare Nicolet 


Custom Built Watches Since 1886 


Exclusive Distributors in the United States and Canada 


WINTON WATCH COMPANY, 64 WEST 48th STREET, NEW YORK, N.Y. 





BRIDCEPORI, 


The qualities of silver are assured in large 
measure through the outstanding finishing 
and working properties that are yours when 
you create with’ Sterling made by Handy & 
Harman, leading manufacturer since 1867. 
For example: Handy & Harman “scalps” 
Sterling bars to prepare their surface for fur- 
ther rolling. This machine mills off approxi- 
mately .025" from each surface. This assures 
the luster of the final product. 


CONN. © CHICACO, 


ILL. 
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°° LOS ANGELES, CALIF. * 


Dresser set manufactured by Saart Brothers Company, Attieboro, Massachusetts 


For Dignity and Beauty, Use 


° ~ > 
Ster Ing Ouver 


Few other metals offer so much of their beauty as Sterling does. 
Use serves only to enhance its appearance. Years of possession add 
to its original value. 

No other metal says SO much... for itself. 

These are but a few of the reasons why Sterling is chosen for so 
many articles which require a high degree of beauty and utility. 
These are also reasons why Sterling enjoys such pride of ownership 


and generates such great desire to be owned. 


$2 FULTON STREET © NEW YORK 38, N. Y. 
UPTOWN BKANCH—44 WEST 46th STREET, NEW YORK 36, N. Y. 


Quatily frrectous melals since 1867 
PROVIDENCE, R. 1. © TORONTO, CANADA 
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Taylor’s fascinating “Weather Hawk”. Complete weather forecaster. Continu- Indoor-Outdoor Thermometer tells both temperatures in- 
ous record shows trend and magnitude of barometric pressure changes, also doors. Invaluable guide to dressing comfortably, health- 
rate of change—most important in predicting severity of approaching storms. fully. Green, *5329 Gray, * 5330 $6.95. 

7-day charts. Electrically operated. Unusually low price, * 2316, $49.50. 


pe : toes Be NR 





ee 


“Ambassador” STORMOGUIDE* (Combination Modern Bookend Barometer fias exclusive “Consul” STORMOGUIDE Combination pre- 
shows barometric pressure, temperature, STORMOGUIDE detailed forecast dial. Solid dicts weather, tells temperature, humidity. 


; 


humidity. Contemporary styling. Hand walnut base, 5°. x 5” with brass strip Classically simple design. Plastic case. 
rubbed solid mahogany, brass bezel and that uncoils to hold up to 12” of books. Dis- Cloud gray, *2583, Chocolate Brown, 


base. 9’ x 5"'x 1's", #2574, $15.95. play box simulates books. * 2516, $17.95. * 2584. Gold lacquered base. $10, 


he 4 All barometers have built-in alti- 
«Es, me, Tt tude adjustment. STORMOGUIDE 


models give detailed forecasts. 
These are exclusive Taylor selling 
points. Standard models 0 to 3500 
feet. For 3500 to 7000 feet add 
“TA” to catalog number and 
$2.50 to price. 


4 a on 0 ie 

Traditional Pendant STORMOGUIDE Barometer “Navigator” Compass shows the way on 
—a superlative gift at a modest price. strange roads or foggy waters. Push-button 
16°s"" x 52". Solid mahogany case, pol- lighting, no wires. Top or side reading. 
ished brass bezel and finial. Tells tempera- Lubbers line for use afloat. 2'2” diameter. 


ture, too. *2494, $19.50. % 2957, $6.95. 
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From %695 to $275 


A WORLD OF THOUGHTFUL 


AND DIFFERENT GIFTS 


~‘Teahe 


l'rom the magnificent Chippendale Barometer at right 

to the practical “Navigator” Compass ... the Taylor line 

of unusual gifts provides the answer for all tastes, in 

all price ranges. 

The ‘Taylor name is Known the world over for quality 

craftsmanship and precision accuracy. And Taylor 

instruments are best sellers because of consistent 

advertising in the finer magazines. Tie-in your store ad- 

vertising with the full-page full-color ad scheduled for 

the November 23 Saturday Evening Post. Mounted, 

easel-backed counter cards are yours for the asking. 

Write Taylor Instrument Companies, Rochester, N. Y.., 

now—and be sure to order adequate quantities of all / , j 
: CUANG 


the items shown here. fi 


The aristocrat of all barometers—the Chippendale. 

Its breathtaking beauty, in the tradition of the finest 
decorating styles, is only the surface indication of the 
painstaking hand craftmanship and professional skill 
that went into its manufacture. 

Exquisite 12” barometer dial, with matching humidity 
indicator and thermometer. Hand rubbed soft antique 
brown mahogany, blonde or red mahogany on special 


order. Over all height 39", width 14. * 2477 $275. 


poter Noes, 
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Contour projection lets ELGIN craftsmen detect 


Siow Motion Movies Break A Second 
Into G6,OoOOoO Parts! 


Through a special Elgin-developed technique, the motions made by a 
watch movement in ticking off one second can be studied at any one 
of 6,000 points in time! An extremely fast camera photographs the 
motion at 6,000 frames a second. When projected as a slow motion 
picture, the film gives an extremely accurate picture of what is taking 
place inside the watch movement at any given fraction of a second! 


ee ®eeeeeeeseeeceaeseceeeeeeee eee eee eee ee gs 
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‘silhouette machine’ 


What's a 


doing in a 


watch factory? 





even undetectable flaws before they happen! 


Special optical technique lets operator “‘see’’ as no other 


watchmakers ever have! 


The loupe you wear for watch repair is the 
outward sign of a fact long accepted by 
jewelers: The naked eye has its limitations 
in fine work! What do you do when even 
optical aids like the microscope don’t pro- 
vide the needed accuracy? Suppose you 
want to make extra-fine adjustments in an 
important piece of work—such as the master 
dies used to stamp out watch plates? 
Elgin turns to an ingenious technique that 
bypasses all these problems. The “‘silhou- 
ette machine” you see in the picture pro- 
jects an accurate image of the work on a 
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screen. The projection is ““enormous’’, com- 
pared to the actual size of the work, and it 
appears without any ‘“‘fuzzing’’ of the out- 
lines. Thus extremely small differences in 
the sizes of holes, and in their placement in 
watch parts, can be detected immediately 
when they are checked against a master 
pattern. And the technique is accurate up 
to 1/20,000 of an inch! 

Just one more way that “Elginuity” 
works for you to assure superb quality and 
unrivalled performance in the Elgin watches 
you sell for your customers’ satisfaction! 


| 





ELGIN. ILLIMOES 


a | 
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— where the will always 
finds the wau to 


achieve top quality 
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MIRAMAR 


This is but one of the many compelling ads—full page, full color — that are pre-selling 
your customers on Coro jewelry through the nation's leading fashion magazines. 

Be ready to meet the demand. Stock CORO, THE BEST KNOWN NAME IN FASHION 
JEWELRY. For further information, write Coro, Inc., 47 West 34th St., New York 1. 








MISTER JEWELER 
STOP KIDDING YOURSELF 


SORRY 
CAN'T LEAVE 
MY WATCH 


You CAN Lose Business By Not 
Fitting Crystals in Your Store ! 


ALL RIGHT—AND 
LET ME SEE THESE 
NEW WATCH BANDS 
WHILE | WAIT! 





YES, WE CAN FIT 
A NEW G-S CRYSTAL 
WHILE YOU WAIT 





LEAVE YOUR WATCH- 
WE'LL HAVE A 
CRYSTAL FITTED 




























































































When a jeweler tells a customer to leave his watch to replace a 

crystal, that’s old-fashioned business. Today, many stores fea- 

ture "WHILE YOU WAIT SERVICE.” 

Gifts to Jewelers using 
G-S Flexo Crystals 


SAVE G-S ENVELOPES! 


Redeem them for Premium Merchandise 
Write Today for Details 


e There are many jewelers who are not watchmakers and who have 
no watch repair department, who fit G-S crystals easily at a very 
good profit while the customer is waiting. 


e This service often develops impulse purchases of other jewelry 


items. 


e The G-S set of Round, Fancy, High Dome and waterproof crystals 
is the only complete set for every type and make of watch. 


OVER 3000 NUMBERS TO SELECT FROM 
G-S FLEXO CRYSTAL SETS 


Can be supplied to fit any jewelers needs—Priced from $23.00 up— 





NEW IMPROVED 


G-S FLEXO 


ROUND CRYSTALS 


Very attractive allowance for old sets—Convenient terms of payment 


Guaranteed not to 
crack, not to craze 





seaall 





Can be fitted any ae 
height 
Narrow polished Scrafch resistant 


bevel edge 
Made of Cast Optics 


Precision quality 


SET NO. PHD-6HM 
Portable Model, $23. 





VNAAAAAAA A 


SET NO. 18 ACP 
Two Sections, 
12” x 12” x 47” 
G-S combination set 
for Round, Water- 
proof, Fancy and Cy- 
linders. Foot insert- 
ing machine with 34 
drawer metal cabi- 

net, maroon finish. 


SET NO. N10 CFR 
One Section, 
12” x 12” x 47” 


G-S combination set. 


Crystals generally 
used for Round and 
Cylinders. Foot in- 
serting machine with 
18 drawer metal cabi- 
net, maroon finish, 


8° x9Y%," x3” 
Hand inserting ma- 
chine with 6 Doz. 
PHD Round wrist 
watch crystals, popu- 
lar sizes 15-30. This 
set is for watch re- 
pair men located in 
Barber Shops, Hotel 
lobbies, etc., where 
space is limited. 


G-S FLEXO 
FANCY 


C ‘ CYLINDER 


This crystal is molded to genuine cylinder de- 
sign. Optical-clear, with mirror-shiny finish— 
ay Nene Crystal has inside walls to allow 
sufficient clearance for hands and center post. 














Crystals designed any other way do not allow 
sufficient clearance for hands and center post, 
and will often cause watch trouble. 





WRITE for full details about our attractive trade-in allowance on old 
crystal sets or old crystals. Ask for free samples, Fancy Cylinder and 
Round. If you have not received a copy, send for G-S catalog No. 55 
—approximately 3000 crystal numbers, P-Fancy and C-Cylinder, to 
select from. Germanow-Simon Machine Co., Inc., Department 670, 


Rochester, New York. 


<< FOR GOOD WILL, INSERT A NEW G-S FLEXO CRYSTAL WITH EVERY WATCH REPAIR 16's) 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1957 83 
































* 


8 hey | ~ 
Piri jyy 








oD 





f tassscges we 
PRINCESS $4.98—$5.98 
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REGENT $7.98 






FLAIR $6.98 





EMPRESS $9.50 
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= means business 


with this 'new-from-every-angle”’ 
line of electric alarms and kitchen 
wall clocks 


And that means business for you... big, profitable business! 
Stock this new line and youll find you have just what the public 
wants ... a gorgeous array of electrics, each with a radiant wide- 
awake look, and all at competitive pocketbook prices. Alarms 
from $3.98 to $14.95. Kitchens from $3.98 to $8.98. Bright as 
a penny, fresh as a daisy, these clocks are new in their fresh, 
trimline designing . . . new in their elegant over-all styling . . . and 
powered by a super-silent Synchro-dyne motor ...a motor so 
compact it untied the designers hands and enabled him to come 
up with case designs never before possible. The lower speed of 
this motor (400 rpm instead of the usual 3600 rpm) means 
longer life and silent operation. Its patented Burghoff rotor means 
more dependable performance. And its Ingraloy bearings and 
special silicone lubrication assure whisper quietness. 

To stimulate sales for you, four big, colorful, eye-catching 
display deals have been prepared — two on electric alarms and 
two on kitchen wall clocks. For you also, we have a complete 
merchandising kit which is free with every order. For details call 
your distributor. 

If you would like the name of your nearest Ingraham Distribu- 
tor, drop us a card. 





INGRAHAM, BRISTOL, CONNECTICUT 








Presenting 2 new — 
to help you sell — 


25th Anniversary Display 


Finger-tip swivel 
A gentle touch will rotate this 
modern display, inviting closer 
customer interest. 





Two removable trays 
(Back tray also remov- 
able.) Allow easy re- 
moval for closer exam- 
ination of lighters and 
reveal the famous Zippo 
Guarantee Story. 





REGULAR 


1 No. 1610 Slim-I ighter 


. High-Polish Chrome $ 4.75 
; | No. 1615 Slim-Lighter— 

. High-Polish Ribbon 6.00 
: | No. 1620 Slim-Lighter 

. High-Polish Crisscross oe 6.00 
. | No. 1625 Slim-Lighter 

: High-Polish Diagonal 6.00 
: | No. 250 Regular— 

> High-Polish Chrome 

: | No. 350 Regular- 

; High-Polish Engine Turned 

° 6 No. 200 Regular— 

. Brush-Finish Chrome @ 3.50 

° ‘ZiIPPO 25th Anniversary Rotating 

. Display 

° Your Selling Price Per Assortment 

° Your Cost Per Assortment...... 

. Actual Size 9 1/2” x 5 1/2” 

. Zippo Assortment No. RD 3255 (8 of Zippo’s Yy p fi t. eoee $21. 70 
; iseamineten regular and new Slim-]I a our ro 

: 

“ *Plus: ZIPPO’s 25th Anniversary gift to you . a 
° 
° 
° 
° 


personalized 25th Anniversary Zippo. Gift cat den 
closed with each display. 
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displays 


more ZlPPOF 


ERE IS a display combination that will 
H give your holiday Zippo sales a one-two 
punch. Then, long after the holidays have 
passed, you'll still sell more Zippos than ever 
before. 

First, the 25th Anniversary Display is a col- 
orful, smartly styled, small-space, pilfer-proof 
merchandising center for permanent use. 

Second, the Zippo Holiday Profit-Maker 
display in gay Christmas colors is designed to 


stimulate holiday impulse sales. 

Both of these displays will be backed by an 
intensive advertising program which will 
appear up to and during the holiday selling 
period. Big, full-page, full-color Zippo adver- 
tisements will be appearing in magazines your 
customers read such as: LIFE, LOOK, HOLIDAY. 
SATURDAY EVENING POST, AMERICAN 
WEEKLY and SPORTS ILLUSTRATED. It’s a 
program that has to help you sell more Zippos! 


iy 
Ps 
J 


iy 


2 Holiday “Profit-Maker” Display 


Individually packed and with gift boxes 


No. 1615 Slim-Lighter, 
High-Polish Ribbon 
No. 1625 Slim-Lighter, 
High-Polish Diagonal 
| No. 250 High-Polish Chrome . 4.75 
2 No. 200 Brush-Finish Chrome 
a. 7.00 
Holiday Profit-Maker Display FREE 
Total Retail Value $23.75 


Your Cost Per Assortment 14.25 


Your profit. ...*9.50 


Actual Size 12’ x 13 1/2” 


Z/PH/-C THE LIGHTER THAT WORKS 


ZIPPO MANUFACTURING CO., BRADFORD, PENNSYLVANIA « IN CANADA, ZIPPO MANUFACTURING CO., CANADA, LTD., NIAGARA FALLS, ONT 
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19 FAST-SELLING WATCHBANDS 
ZZ 


THE GEMEX FIRESIDE DISPLAY 


GEMEX A-33 CHRISTMAS FIREPLACE DISPLAY 
with the brilliant watchband styles that are the most popular gifts! 


| cae tt ee 
For Christmas selling—the most wanted styles of all! And on one an enone | 
of the smartest small displays ever created to capture the Yuletide 

spirit. Sure to add to your Christmas profits! 


RETAIL VALUE (19 watchbands) | $174.05 rx 
YOUR COST. ainadi ‘ovinstini ae ciieciablibdeisbaiee. am 
YOUR HIGH PROFIT selina oritbvikeeaveiiapinsiictgy ae OF 


The Display Is FREE along with your bonus Gift Certificate Kit 


'™ < 
ie. 
- 


SEE YOUR GEMEX WHOLESALER 
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with these 


THREE NEW PLASTIC 
DENNISON RING CASES 


There’s no better way to display your 
fine rings to their best advantage (and 
to yours) than with Dennison ring 
cases. They emphasize the quality 
and beauty of your merchandise. And 
when the sale is made, continue to 
reflect the character of your store. 


ORDER A SUPPLY OF THESE SALES-MAKING RING CASES 
FROM YOUR DENNISON DISTRIBUTOR. 


Dennison 


JEWELER’S DIVISION « MARLBORO, MASSACHUSETTS 


6450X — singie ring case with 


Zo) (om (-t-pmel-lere]e-)elelamelamm ce) em-lalem-j(e(-1-p 6550X — single ring case with 


smart, tailored lines. 


These three cases come in white, peach, ~ 8550TX — for one or two rings. 
yellow or light blue plastic with rayon 

satin cover cushions and transparent or Bright, gold colored handle. 
Karess velvet ring pads. All have wire 
stands for extra display value. Individual 
packers. 
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penne PYP ACTUALLY GUAR. 
TEES IN WRITING the 


, , allowance 
that will be made ee 


; : on the exchange. It 
1S not just a Vafue " 
OUS amount. 


reasons why 
rtcarve 


Promise of a gener- 


















DRAMATIC NATIONWIDE AD- 
VERTISING LIKE THIS in black 
and white—and full color—tell the 
PVP story to women all over the 
country In LIFE, LOOK, MADEMOISELLE, 
SEVENTEEN, GLAMOUR, PHOTOPLAY, 
BRIDE’S MAGAZINE, MODERN BRIDE. 








COPR. 1957. J5.R WOOD & SONS * TRADEMARK 
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Permanent Value Plan 


wins more sales for you than 


ordinary jeweler trade-in plans 


Artcarved’s unique trade-in plan offers you 
the most powerful selling story in the dia- 
mond industry—more powerful than just 
ordinary trade-in plans. It dispels all cus- 
tomer doubt about diamond ring value, 
gives confidence to diamond ring buyers, 
and creates many more sales—easier and 
faster—for you because it’s the only plan 
that’s nationwide in scope, nationally ad- 


vertised and backed by one of America’s 
oldest and largest ringmakers. 

Today’s alert customers Know about the 
Artcarved PVP. That’s why they look for 
the value protection that only Artcarved's 
PVP can offer. Get the facts about PVP. 
Write us direct or ask your Artcarved rep- 
resentative. Learn howthis plan can increase 
your diamond profits right now. 





J.R. WOOD & SONS, 


NEW YORK ° LONDON . 
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IN C @ 216 East 45th Street, New Yo 


AMSTERDAM . 
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rk, New York 


WORLD'S MOST EXCEPTIONAL WATCHES 


THE INDISPENSABLE WATCH LINE 
FOR EVERY JEWELER 


For full volume and profit from your fine watch depart- 
ment, the LeCoultre line is smdispensable. No other 
' watch company produces the AUTOMATIC WRIST ALARM, 
the unique LeCoultre WRIST ALARM, GALAXY—the 
watch that tells time with two floating diamonds, 
FUTUREMATIC—the automatic watch without a single 
compromise, engineered to be the world’s most accu- 
rate self-winding watch, COUTURIER—the series of ladies 
watches of authentic fashion, ATMOS—the perpetual 
motion clock, and other exclusive timepieces which 
justify the LeCoultre appellation—"Maker of the Most 
Exceptional Watches and Clocks In All The World.” 





LE COULTRE LE COULTRE LE COULTRE LE COULTRE 
FUTUREMATIC AUTOMATIC WRIST ALARM GALAXY LADY GALAXY 


Make LeCoultre’s unmatched reputation for the world’s most excep- 
tional watches and clocks your very own. No progressive jeweler 
can maintain a complete fine watch department without LeCoultre’s 
unique horological specialties. For the Fall-into-Christmas season, 
LeCoultre watches will be featured consistently in a wide list of 


national magazines—reaching every segment of your buying public. 


LE COULTRE 


DIVISION OF LONGINES-WITTNAUER 
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oe OF THE “FORGOTTEN MEN: 

Today he is the 

Dellinger’s Jewelers in Gastonia, N. C. 
Not Kenneth 


Dellinger was a wounded war veteran 


proprietor of 


too many years ago 


confined to a veterans hospital. 


While there, he 


saw the loneliness of 


the men, many of them far from 
home. Their only contact with the 
outside world was an occasional 


letter or gilt, and these were few and 
far between. 

“Here truly are the world’s forgot- 
Mr. Dellinger thought. He 


rest rly ed that WwW hen he could he WwW ould 


ten men,” 
do something to relieve their lone- 
liness, 


Christmas, 1948, found him busy in 


his store. He remembered his vow. 
From friends and relatives he obtain- 
ed the names of all hospitalized 
veterans from Gaston County. To 


each one. whether in the United States 
cift. Not 
cigarettes or socks or candy, which 


or overseas. he sent a 


other sources would supply, but 
shaving kits, pen-and-pencil _ sets, 
military comb-and-brush sets—any- 


thing that could be useful. 

Christmas, 1957, will be the tenth 
year he has remembered his forgotten 
men. His gifts are personal, going by 
insured mail. He does not regard them 
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SPEAKING OF THE JEWELRY TRADE 


as charity and _ neither do_ the 
recipients. 
Some send their thanks in letters. 


Some call him on the phone. Still 
off 


their way home to visit him and thank 


others get trains and busses on 
him personally. 

no 
motive. Emphatically — the 


gesture is no promotional stunt. but 


Mr. Dellinger’s generosity has 


ulterior 


the good will it creates does bring in 
a lot of extra business. The veterans 
and their friends are walking ad- 


vertisements. 


Bore \ HOLE, BORE A HOLE: Of 

course, Sol Kahn. of Solnor Jew- 
elry Co., 901 Seventh Ave., New York, 
sells earrings. But his true artistry lies 
in boring the holes in the ears. It’s his 
specialty and he loves it. He'll tell you 
with all modesty: “There’s nobody in 





world can holes in a 


punch 


the 
woman’s ears as well as I can.” 
He has punched more than 70,000 


in his time and is still going strong. 
On good days he has 20 or more 
women lined up in his little shop. 
He’s not only skillful. He's almost 
painless and very quick. 
will say, “When are you going to be- 
ein? Let me know before you use the 
Mr. Kahn replies: “My lady, 
The 


You are ready to go 


\ custome) 


needle.” 
the ears are pierced, new ear- 
rings are in. 
home.” 
There are very few nerves and blood 
vessels in the lobe of the ear. But there 
are more than 300 shapes of lobes, 


and Mr. Kahn makes different holes 


to match them. 


If earrings are not worn for six 
months, the holes close up. Some 


women have been back a half a dozen 
times for new jobs. Also those who 
got off-center jobs elsewhere come in 
for correction. 


Mr. Kahn the 


down beside the cash register, uses a 


sits right 


woman 


sterilized needle and—snip. snip, click. 


click—it’s all over. 
FN sae CUFF LINKS: The truly 
modern man can now sport 


uranium in his shirt sleeves. 

Of course, theyll make a Geiger 
counter go tick-tick but they won't 
He could eat them 


hurt him. even 


93 





“We place great emphasis 


on Good Taste, and so we 


Stock premier lines of 


77 


Stainless Steel flatware, 


says Robert J. Sheldon 
Merchandising Manager for the 
China, Glass and Flatware Department 


Gump’s of San Francisco, California 


coy 

—_— STEEL FLATWARE is designed 
to serve the requirements of modern 
living,” continues Mr. Sheldon. “We real- 
ize that when people want finer things 
for their homes, they automatically turn 
to Gump’s. And naturally, Stainless Steel 
flatware is offered by a store serving a 
discriminating clientele. 

“We find that Stainless Steel flatware 
is used primarily for informal living, quite 
often for barbecue suppers, morning room 
and patio dining and meals taken out- 
doors. We carry a variety of patterns, and 
our fast-selling items usually move at the 
rate of 80 place settings a month. Stainless 
Steel is carried in open stock, listed in the 
Bride’s Book, featured in our window sev- 
eral times per year and in our newspaper 
advertising. We have three large indoor 
display cases used exclusively for Stain- 


less Steel display.”’ 


All over the country, more and more 
jewelers are stocking an ever increasing 
line of Stainless Steel flatware. They have 
found that Stainless Steel flatware is be- 
coming more and more popular with 
young moderns. Why don’t you, too, cash 
in on this growing market by stocking, 
merchandising and selling quality items in 
Stainless Steel? 


Miss Irene Jukich shows prospective 
customer a Stainless Steel carving fork. 











without danger, says Ralph Destino, 
the designer who created them. 
They're handsome half-inch ovals 
of black, orange and yellow marbled 
stone that’s mined in New Hampshire. 
uranium is dingy 


Colorado “too 


brown.” 
«6 \Y/ 0! EEK! Gasp!” 
headline — of 


Kramer’s advertising leaflets. 


one of Sam 
Sam is Jewelry’s Dr. Caligari. His 


frantic and his beard is 
bristling black. The costume pieces 


he 


worms, amoebas and kidneys. Some 


eyes are 


creates represent such things as 


contain artificial eves—‘“‘not exactly 


jewelry,” as Sam _ says, “and not 


exactly anything else.” 

The customer reaction he likes best 
little old 
traveled a lot at home and abroad,” 


came from a lady: “I’ve 


she said. “and I’ve never seen anv- 


thing so repulsive.” 
For many years he has specialized 


for customers “Ww ho 


**4 
. 


in the macabre 
are slightly mad,” and his shop in 
Greenwich Village is visited by people 
from all over the country. 

wont the 


Some, however. gO past 





“Now there's one you can 
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So runs the 





door. Instead of a doorknob there’s 
carved in 
skinny, witch- 


a female hand, copper, 
extending toward you 


like, vampirish. 


irae AND HOARDERS: In most 
Ahomes there’s one of each and 
that’s a good thing. Without the 
chucker, the hoarder would congest 


the floors. the halls. the stairways and 
the walls until you could hardly move 
about at all. Without the hoarder, the 
chucker all 


landmarks until you'd wonder if you 


would remove treasured 


were still you. Usually the man’s the 


hoarder. So it was in the family of 


the Edmund J. Beaulieu. 
Ed is with the George T. Springe: 


Co.. of Portland. Me. He 


everything in sight, the good and bad 


hoarded 


together. To Betty it was all bad. But 
she restrained herself, biding her time 

At the end of 19 
stand it no longer. One day 
out. she called the 
Take all this stuff away.” 
told the men. They did so, and Betty 


year;rs she could 
when Ed 
was Salvation 


Army. she 


looked around and_= smiled and 
wondered what Ed would say. 
He took it with surprising com- 











use over and over—it's adjustable." 


ae guess it s a good thing 


he let out 


plaisance. 
after all,” he said. Then 
a yell. “Where are my JC-Ks! Have 
they gone too?” 

Madly 
Salvation Army depot. Just in time. 
The JC-Ks were still there and intact. 


he dashed down to. the 





19 


all 


He brought them home again 
of 

“Lookit,” he said to Betty. “Hence- 
forth 
you please. But leave me my 


issues, 


years 


much as 
JC-Ks. 
Leave me my Bible of the Industry.” 
bit different.” 


clean things out as 


“| ocuess they 
Betty. 


are a 


admitted 


— ROBBED that smiles steals 
- something from the thief’: We 
learn of a Memphis jeweler whose 


robbed of three watches. 


this 


store 
Next 
window: 

“Dear Thief: The watches vou stole 


are guaranteed for one year. If vou 


Was 


day he put sign in his 


any trouble with them. bring 


back.” 


a MINE IN THE WORLD: The 
7 mines of the Kolar Gold Field 


in the Mysore State of Southern India 


have 


them 


tunnels to a 


spear out like worm 
combined length of 650 miles. And 
some of them are nearly two miles 
deep—the deepest holes men _ have 
ever dug in the earth. 

Mysore is only 13 degrees north 


of the equator, and the rocks at the 


bottom of the mines are L50°F. 
Miners can do their work onlv by 


having dehydrated air pumped down 
to them. 

The schist is so hot it starts to flow. 
like molten plastic, and has a_ habit 
of bursting from the tremendous pres- 
sure. To minimize the danger granite 
blocks are packed into the “stopes 
which the 
And the tunnels themselves 


from reef has been 
extracted. 
are girded with heavy bars of steel. 

There is no lack of daring men to 
They even con- 
tinue to ZO deeper at the rate of 
250 feet a year. Like Service’s Yukon 
prospector, they want the gold and 
set it—20,000 
month, which is about three per cent 


of the world’s total output. 


die the coveted ore. 





they ounces each 
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WHY DON’T YOU SELL 


Q)N these pages, JC-K begins a series of articles which will shed light, for the first 
time in many years, on many important facets of the watch-retailing busimess. As 
you read these articles, you will see where you and other retail jewelers stand as 
sellers of watches. You will get new information about your competition from outside 
the industry. And, fortified with this knowledge, you should be able to take better 
advantage of the many opportunities to sell watches which are still yours as a jeweler. 

JC-K wishes to thank the advertising agency, Foote, Cone & Belding, for making 
several hundred statistical tables available. These tables, the result of a series of 
surveys conducted during the first six months of 1957 on behalf of their client, the 
Watchmakers of Switzerland, furnished most of the data for this series. In addition, 
some information is included from a recent study of the watch market made for The 
Reader’s Digest. Comparisons with past years are taken from “John Q. Public Buys 
a Watch!” a survey which JC-K made in the early Forties. 

The 200 charts and tables from Foote, Cone & Belding tabulate the results of three 
important surveys: 

\ Distribution Study of the kinds of outlets that carry watches in various price 
ranges. This was conducted by Audits & Surveys, Inc., as part of its measurement of 
the distribution of many kinds of goods. Altogether, detailed questions were asked in 
1000 outlets that carry watches, in a broad cross-section of America. 

2.—A Retailer Opinion Study, in which hundreds of jewelers and department stores 
were questioned in detail about their watch business, their problems, and their sug- 


gestions for improving the sale of watches. This study was also conducted by Audits 


& Surveys, Inc. 

A Consumer Study of 3,000 families to bring out information from the viewpoint 
of the buyer. The questionnaire was operated by National Family Opinion, Inc., of 
Toledo, Ohio. In addition, a study of recent buyers was made from a cross-section of 
520 people who had bought watches for themselves in 1955 or 1956. 

Although in its extent, cost and thoroughness, the recent investigation dwarfed any 
earlier watch study, it did not quite bring out the full dimension of watch retailing 
in the U. S. today. The Consumer Study was limited to the purchase of watches by 
men and women heads of family groups. It did not include purchases of watches by 
single individuals living outside family groups; nor did it include purchases of 
watches by children. It was also limited by the fact that purchasers were asked for 
information about only the /ast watch they bought during 1955 or 1956, although many 
of them doubtless bought more than one watch and only the first watch was counted. 
The Tariff Commission has estimated that the “apparent consumption” of watches 
in the United States during 1956 was 21,600,000, but the Consumer Study—focused 
on recent purchases by family heads and their motivation for buying—accounts for only 


13.033,500 watch sales. 
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® THIS IS THE STORY of changing times—-for the merchants of time. 

This is the story of new developments during the last few years in practically 
every aspect of watch buying and selling. 

You have suffered from some of these changes if your watch sales have slipped. 
You deserve to pat yourself on the back if your watch sales have kept pace with the 
srowth of the rest of your business. 

However you are doing with watches, it is time to take a searching look at your 
methods, merchandise and competition. For it is probably later than you realize. 

The whole situation boils down to this: The great majority of adults still think 
that they would be “most likely” to buy a watch at a jewelry store. But when these 
very people actually buy a watch, half of them make the purchase elsewhere. 

These two sentences sum up the crisis which faces most watch-selling jewelers 
today ... a growing crisis of lost business, with millions of watches being sold at 
discount houses and through dozens of other outlets—watches which, under other 
conditions, would be sold through jewelers. 

JC-K’s reason for presenting what follows is not to shock you or to alarm you, 
though you may be both shocked and alarmed. Instead, JC-K believes that retail 
jewelers should know the facts. Properly informed, jewelers may be able to take 
intelligent steps to defend themselves against further loss of watch sales to competitors 
outside the industry. 

Why not match your own recent over-the-counter sales experiences against these 
facts and figures? Here’s how jewelry stores as a whole fare today in the Coast-to- 


Coast scramble for watch sales: 


|. JEWELERS ARE A MINORITY AMONG ALL WATCH-SELLERS. Nearly 100,000 stores 
in the U.S. sell watches, and the 23,543 jewelry stores represent less than one quarter 
of the whole group. The competition includes 988 department stores, 24.634 drug 
stores, 4759 variety stores and 42,264 stores of various other sorts. We'll have much 
to say later on about these “other sorts,” but it is worth pointing out here that only 
one department store and only one drug store in every three carry watches today: 
What would eventually happen to the watch market if more department stores and 
more drug stores got interested ? 

Most of the jewelers’ competitors sell only a few watches per store, but there are 
nearly 9000 of them with individual annual watch sales in excess of $1000. The sales 


volume picture looks like this: 























— — ——— 
under $1,000 3,225 258 59,834 
$1,001-$2,500 3,814 149 6,880 
$2,501-$10,000 6,403 131 501 
$10,001-$20,000 2,519 46 501 
over $20,000 2,237 102 501 

no answer or volume 
unclassified 5,344 301 3,440 
23,543 988 71,657 


Note from this table that 1500 “other outlets” have large watch sales—in excess 
of $2500 per year per store. And note that there are only 279 department stores 
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(which jewelers used to consider as their main competitors) with a similar large 
volume. Clearly, the main competition todav lies elsewhere than in the department 


store. 


2. JEWELERS NOW ACCOUNT FOR ONLY FOUR OUT OF EVERY TEN WATCH SALES. 42 
PER CENT TO BE EXACT, 

They have a far smaller slice of the total watch market than the, had a few vears 
ago. 

During the early Forties, JC-K made an intensive study of watch-buying in Akron, 
Ohio, and found that 65 per cent of all watch purchases were made at the jewelry 
store. So jewelers seem to have lost 23 per cent of the entire retail watch business in 
a span of less than 20 years. Instead of selling two-thirds of the watches, they sell 


considerably less than half of them. (See chart on page 100.) 


3. JEWELERS SALES OF WATCHES ARE LAGGING BEHIND THE GENERAL SALES RISE. 
With the population increasing as fast as it is. there are more people than ever before 


who need and want watches. And with boom times. high wages and nearly full em- 


ployment, there are more people than ever before who can afford to buy watches. 


Nevertheless, watch sales increased last year over the preceding year in only one 
third of the jewelry stores. They stayed about the same in another third. And they 
fell in one fourth of the jewelry stores, both in units and in dollar volume. Here's 


how jewelers compared their watch business in 1956 with 1955: 


IN NUMBER OF IN DOLLAR 
WATCHES SOLD SALES OF WATCHES 


1956 was up from 1955 34.8% 33.4% 
no change 34.9 35.2 
1956 was down from 1955 25.6 26.5 


no answer; don’t know 4.7 4.9 














The net change. only slightly up. is about the same for credit jewelers as it is for 
so-called cash jewelers. 

Many jewelry stores in metropolitan areas (that is. cities larger than 150.000) 
have had the roughest going—and, as we shall see, the toughest competition from 
discount houses. Here’s the story of the dollar sale of watches in 1956, up or down 
from 1955, as reported by 435 jewelry stores in metropolitan areas and by 365 jewelry 


stores in non-metropolitan areas: 


METROPOLITAN NON-METROPOLITAN 
AREA JEWELERS AREA JEWELERS 


up 24.6% 43.8% 
same 35.4 35.1 
down 35.2 16.2 














no answer, don’t know 4.8 4.9 


In other words, there was a healthy upward trend for watch sales in jewelry stores 


located in the smaller cities and towns. But the sales volume in watches tended to 











drop In big-city jewelry stores. Reasons why they did will be discussed later on. 

Overall, watch sales are a smaller share of the jewelry store's total volume than 
they used to be. Compared to the rest of the store's business. watch sales have been 
+)* jo ~~ 


growing In 23.5 per cent of the jewelry stores. and they have been declining in 28.7 


per cent of the jewelry stores. 


L. PEOPLE ARE PRICE CONSCIOUS AND LIKELY TO SHOP AROUND. hey Sav so them- 
-elves. And dealers—-all kinds of watch-selling dealers—are quick to agree. Price is 
the No. | reason for makine the final choice of a watch for one’s self. both men and 
women say. And price is the second most important reason for selecting a watch as 
a wilt. 

our people seem to be shopping for price out of every ten who come into a 
lewelry store to look at watches, iewelers say. Six seem to have decided On price 
ahead of time. out of every ten who buy a watch. (Half of the people, the jewelers 
add, also seem to have decided ahead of time on both brand and style. This is inter- 
esting evidence of the effectiveness of national and local advertising. ) 

Many watch buyers admit to shopping in two or more stores. One man in four 
shops elsew here hbetore buying a watch for himself. Four men in ten shop elsew he re 
before buying a watch as a gift. And women are even more avid “shoppers.” (Thirty- 
six per cent shop more than one store when buying a watch for themselves. and 45 
per cent when buving one as a oift. | 

\ few vears ao. people were not so price conscious about watches. In the early 
forties, JC-K’s survey at that time showed, price was the main consideration with 


only 12 per cent of watch-buvers. 


fHIS STATE OF AFFAIRS in the watch business is just one small part of a dynamic 
free economy. Many producers of watches, eager for maximum volume, have spent 
fortunes on national consumer advertising—and that advertising has been very per- 
suasive. They have also felt the need for maximum visibility for their merchandise. 
more point-of-sale contact than they believed could be given by the nation’s 23,000 
iewelry stores. And so it happened that thousands of other outlets began to sell 
watches, diversifying their regular business just as jewelry stores have diversified by 
selling chinaware. glassware, radios, electrical equipment, and typewriters, not to 
speak of blankets, tropical fish and shotguns. 

No one can honestly blame the producers for expanding sales beyond the limited 
number of jewelry stores, and no one can blame the public for patronizing other 
outlets. 

Nevertheless, ‘ewelers realize that they have lost a lot of watch business-—and they 
don't like being losers. Many of them are taking steps which they hope will bring 


larger numbers of watch customers into the jewelry stores. 


> Charts on the next few pages tell more about the retail jewelers’ share of the 


watch market ... who their principal competitors are . . . and where the 


men and women heads of America’s families turn for their watch purchases 
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jewelers, of course, sell the most watches 
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under $15 $15-30 $31-40 $41-60 $61-85 over $85 


jewelers dominate the ‘‘over-$30” field 











Jewelers still sell far more watches than any of their competitors do. They supply 
12.5 per cent of all watches bought by the heads of American families. But discount 
houses are a source of keen and growing competition. They sell more watches to 
family heads than department stores do; their present slice is 13.3 per cent, com- 
pared with 13.] per cent for the department stores. Drug stores have 7.8 per cent 
of the retail watch market and other types of stores account for 23.3 per cent 


of the watches bought by family heads. 


This chart shows how the sale of watches in various price brackets is split among 
watch-selling stores. Read it horizontally, from left to right, to see what share of the 
business is done by jewelers and their competitors. For jewelers, the dividing line 
is $30. They sell far less than half of the watches that are sold below that price, and 
far more than half of the watches that are sold above that price. Jewelers sell only 
14.7 per cent of watches priced at less than $15 (pin levers) and slightly more than 
one third of the watches priced at $16 to $30. But they control 67 per cent of what 
they have traditionally considered their proper price-field; that is, watches selling 
for more than $30. And as the price level rises, the jewelers’ share increases. They 
sell 65.3 per cent of watches priced from $41 to $60; 82 per cent of watches priced 
at $61 to $85, and 82.4 per cent of watches priced at more than $86. Discount 
houses have displaced the department store as the jewelers’ principal competitor in 
every price class except the lowest. Discount houses’ inroads have been strongest in 
the $16 to $60 area. Other competitors have a substantial share in the low-priced 


field. 
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where 13 million people bought watches in '56 
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RETAIL PRICE}; JEWELRY | DISCOUNT | DEPARTMENT DRUG OTHER TYPES ALL WATCH 


BRACKET 


STORE 


HOUSE 








under $15 


664,708 
(12%) 


+ 


474,967 
(27.4%) 


- + - 


STORE 


STORE 


OF OUTLET 





874,183 
(51.2%) 


907,835 
(89.3%) 


1,588,249 
(52.3%) 





$16 to $30 


1,185,397 
(21.4%) 


487,101 
(28.1%) 


474,654 
(27.8%) 


76,246 
(7.5%) 


874,600 
(28.8%) 


— 


OUTLETS 





4,509,942 
(34.6%) 





3,097,998 
(23.7%) 





$31 to $40 


875,199 
(15.8%) 


272,152 
(15.7%) 


148,543 
(8.7%) 


249,018 
(8.2%) 





$41 to $60 


1,473,437 
(26.6%) 


384,827 
(22.2%) 


136,591 
(8.0%) 


21,349 
(2.1%) 


239,908 
(7.9%) 





$61 to $85 


952,749 
(17.2%) 


79,739 
(4.6%) 


52,929 
(3.1%) 


11,183 
(1.1%) 


63,773 
(2.1%) 





over $86 


387,747 
(7.0%) 


34,669 
(2.0%) 


20,489 
(1.2%) 


21,258 
(0.7%) 





all price 
brackets 


5,539,237 
(100%) 











1,733,455 
(100%) | 


1,707,388 
(100%) 





1,016,613 


(100%) 





3,036,805 
(100%) 


-—_>-~ 





1,544,912 
(11.8%) 





2,256,112 
(17.3%) 





1,160,373 
(8.9%) 





464,163 
(3.5%) 





13,033,500 
(100%) 


*k 


the ‘‘other outlets’’ and their 


share of these 13 million units 


755,943 
312,804 
234,603 
221,569 
169,435 
104,268 
26,067 
1,212,115 
3,036,805 


MAIL ORDER HOUSE 
GENERAL STORES 

AUCTION ROOMS 

POST EXCHANGES 
HOUSE-TO-HOUSE SALESMEN 
SPECIALTY SHOPS 

APPAREL SHOPS 

STILL OTHER OUTLETS” 





“*Food stores, hardware stores, auto supply stores, gasoline stations, eating and dining 
places, repair shops, appliance stores, barber shops, sporting goods stores, furniture stores, 
gift shops, pawn brokers, book and stationery stores, leather goods stores, efc., etc. 











[he heads of American families (young couples. fathers and mothers of growing 
children, and oldsters) last year purchased at least 13,033,500 watches—and this 
chart shows how many they bought in each price class and where they bought them. 
Also, if you study it vertically, the chart will give you a picture of the watch-selling 
activity of each kind of store. For instance, jewelry stores sold 5,539,237 watches to 
heads of families. Of these, 664.708 (12 per cent} sold for less than $15; 1.185,397 
(21.4 per cent) sold for $16 to $30, and so on. Watches priced at less than $30 
account for only one third of jewelers’ watch sales. It’s the other way around in 
most other watch outlets. Nearly 80 per cent of watches sold by department stores 
are priced at less than $30. and most watches sold by drug stores and other outlets 
are in the low-priced field. Nevertheless. it is still a fact that jewelers competitors 
sell 1.736.000 watches a year valued at more than $30 each. Remember that these 
figures and percentages apply only to watches sold to heads of families. A survey 
that included sales to children and to single individuals not living with relatives 
would probably show a larger sale of pin lever watches, chiefly through drug, de- 
partment and “other” stores. It would also show a larger percentage of sales through 


post exchanges than is indicated in this survey. 


The list of “other outlets” that sell watches reads almost like a telephone directory. 
Mail order houses furnish 755,943 watches a vear to family heads, according to the 
indications of the survey. General stores, auction rooms, post exchanges and house- 
to-house salesmen also have substantial sales. No individual estimates are made for 
the many other kinds of outlets listed in the fine print—but altogether these places 


sell more than a million watches a vear to the heads of American families. 








85% say they'll buy watches 


at a jewelry store... 


but only 42% do 


Where family heads say Where family heads 


they are ‘most likely” actually purchase 
to buy a new watch new watches 


JEWELRY STORE..................... 42.0% 
nr r,s. ss, nw cic eiew awe al’ ee 
13.0 
7.7 
0.2 
1.8 
2.3 
1.7 
0.8 


1.3 











There is much reassurance in the statement on the facing page. Men and women 
were asked: “If you were going to buy a watch for yourself in the next year or 
so, at what kind of store would you be most likely to buy it?” Six out of sever 
replied, “At a jewelry store.” This is encouraging. The public automatically thim. 
of a jewelry store when it thinks of a watch. Jewelers have a tremendous asset in 
this idea-association. But there is also challenge on the facing page—because only 
three out of every seven watch-buyers patronize the jewelry store. Half of the men 
and women, who apparently thought they would buy at a jewelry store, wind up 
buying elsewhere. Note that only 4.3 per cent say they'd buy at a discount house, 
but almost three times as many do. Only 3.9 per cent say they'd buy at a department 
store, but 13 per cent do. Only 0.6 per cent say they'd buy from a mail order con- 


-~- — 
‘ 


cern, but 5.7 per cent do. Back in the Forties, a JC-K survey showed this watch- 
buying pattern: Jewelry stores, 65 per cent; department stores, 9 per cent; industrial 


catalogs and retailing wholesalers, 7 per cent; mail order, 1 per cent: others, 18 


per cent, 


NEXT MONTH 


What do jewelers think are their biggest problems in watch-selling? How great a 
threat is the discount house? How are jewelers trying to overcome competition and 


increase their watch sales? ges 
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l. Very tiny, dainty, 
NEW FACES AND CASES: Round. thinner, smaller faced Girara : 


Perregaux 
stal that literally wrap 
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look even smaller 14K gold, 
Ry Jerry Cewirtz 12-diamond watch 
1C-K Fashion Consultant The 

More refined lines underscore the new watches for ’57 with fashion we Seen On 

° . . . lm piicity, eaturiny é 
emphasis on rounds—thinner for the men, smaller for the gals. guette shap alias Bat 


This year’s new faces are positively “datelined’” Now, and can be With 


L4k ro bracelet and 


unmasked with the same enthusiasm that Ford unwraps its new Edsel. ISK market 
The way to do it is to cover up our windows with wrapping paper, _ ee 

then pull back the cord and show off our “‘New Faces for ’58.” een 3 
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This Croton “Fantasia” 
tch for ladies in a 14K gold once the curtain’s up, we'll spice our design plot with some potent and 
ase has a 17-jewel movement persuasive sales conversation that can have only one climax—the sale! 


Diamonds total one full carat 
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Waltham features the 1; Most popular contour is round, more likely than not with recessed crowns, creating an 
jewel “Rainbow.” Less than uninterrupted look. 
« in. wide with hand-painted Metal is minimized. New crystals frequently “wrap around,” covering the case. 


olor inlays availiable in a sele / 
aaa deat vei thee All watches are smaller, thinner. 
hite, red or blue enamel. There’s color in bands, dials, crystals. 


No violence in selling teenagers. Just an awareness of their importance as customers 
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‘T ne wrap-around cry La 
idds to the slim look of this 
Lord Elgin ‘‘Cranston’’ with 22 


ve n 14K gold case. $195 


<. The hampagne dial, a ta 
pered band in maroon, an ultra 
thir ase stamp thi Pate 
Philippe watch as “new 


5s ° Price is SH? . 


19. Even the pocket watch i 
limmed down as in this watch 
key chain ensemble. toxed in 
reuse, double picture-fram«s 
package for $14.95. From May- 
fair Watch division of Nanasi 


0. The Eterna “Centenaire,” a 
wafer-thin self-wind, has a 
matching slim elegance in the 
dial markers of 18K gold. In 
tainless for $115; in 14K 


—_ 


ISK from $195. 

The “Self Regulator D” by 
Renrus has a very modern dial 
with matching leather inlaid ex- 
pansion band. It retails for 


~0 {} 


bike ainstaking natener ear 
? Painstakingly matched 


'ACRS AN ‘AGHS vases : 
FACES AND CASES (continued) shapes, baguettes and round dia- 
monds dramatize the small face 
PARTICULARLY FOR MEN of this lady’s Patek Philipp 
that retails for $5000. 
Cases are ultra-thin. 
. » 1: if 23. The ‘“‘Lady Gentry,’ a watch 
There is increased emphasis on slimmer self-winds. : cz 
for the feminine wrist by Ju- 
Champagne dials are once again important. venia. In steel for $75; in 18K 
. , = . . e ° rold for $145. 
Though gimmicks are out, sporty-minded males want chronographs, special function . 
watches. 24 Eterna-Matic’s “Golden 
. . : Heart” is a self-wind with 23K 
Cases are conservative, but straps are not. Some are maroon; others of elegantly tex- ~ | 7 
gold rotor. Exquisitely petite. 


tured metal. The automatic retails for $155. 


25. “My Fair Lady” by Benrus 
is of 14K gold and has a double- 
strand matching expansion band 
that blends into the case. Re- 


tail price $100. 


26. Bangle-bracelet watch by 
Lucien Piccard has Florentine 
gold finish. Keystones for $290. 
27. For the increasing number 
who are looking for squares, 
Bulova presents this ‘‘Ambassa- 
dor,”” a I17-jewel self-winding 
watch. From $59.50 
 Bervess 

28. Zodiac’s “Sea Wolf’ for 
frogmen and undersea divers 
has been tested to more than 
300 feet of water pressure. 
Outer movable bezel allows 
check on time at various depths 


to prevent bends. $100 


29. The ‘Sovereign’ by Gruen 
has a wafer-thin 14K gold case 
with hidden lugs. Dial has 14K 
gold markers and case has un- 
23 


usual swirl design. jewels 


For $150 FTI. 


30. Hamilton’s electric wrist 
watch, the “‘Spectre,’’ shows the 
marriage of fashion and func- 
tion. Case of 14K gold, inten- 
tionally asymmetric in modern 


concept. Price is $150. 


31. This 23-jewel Girard Per- 
regaux watch by Jean Graef 


has the colorful champagne face 


LAAMAEIANE 


that adds dignity and prestige 


to the elegant Sstvling. 


32. The tailored simplicity and 
modern streamlined case of the 
‘President McKinley” by Lon- 
gines is in the style idiom of 
next year. This 14K gold man’s 
watch in white or yellow with 


white or black dial is $150 
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This diminutive lady’s watch 


ly Le Coultre is one of an ex- 


tensive series of thinner, 

naller creations. It retails for 
t} 

1. The tiny “Blancpain”’ has a 


-ligne movement. In 18K gold 
it keystones for $210. A match- 
ing bracelet retails for $150 
colored band comes with the 
watch). Diamond model for 
1400; with Burma sapphire 
for $500. Availabie from Allen 
V. Tornek Co. 
5. Cresaux watch cased by 
Ilenry Blank & Co. With 14K 
vellow gold bracelet with Ital- 
ium engraving fall case en- 
haneces engraved effect. To retail 


for $345 FTI. 


6. Medana’s ‘“‘Sea Princess.” A 
lady’s petite, water-resistant, 
all-occasion watch with Milan- 
aise satin-mesh brace'et. For 


$14.95 plus tax. 


Omega's Il’ rench-inspired, 
antique-finished gold bracelet 
watch has a flower ornament 
necented with sapphires. Four 
markers are of 18K gold and 


hand applied. Price $300. 


38. Wyler’s Incaflex “‘Dynawind 
Duke,’ a waterproof, self-wind 
model in stainless steel features 
in addition to the slim _ look 
a recessed crown. Built-in ex- 
pansion band matches case and 


| 


lug styling. 


39. From Juvenia comes this 
Gentry “Perfect Circle’ watch. 
Beautiful styling gives the il- 
lusion that the watch is not 
connected with the strap. Shock- 


resistant in steel for $85. 


40. Newly introduced . model 
known as the “Shadow Thin.” 
This man’s watch for only 
$11.95 has the dressy appear- 
ance usually found only in more 
expensive watches. By Westclox 


41. From Louis Aijisenstein & 
Bros. comes this Medana “Sea 
Prince,’ a man’s ultra-thin, 
water-resistant dress watch with 
Milanaise mesh bracelet. For 
$14.95 plus tax. 


42. The Windsor watch-lighter 
combination that costs $14.95 
retail. An imported Swiss 


watch with automatic lighter. 















SPECIFICALLY FOR LADIES 


















































Dainty and exquisitely tiny are the new ladies’ watches. 

Sport models, including self winds, are more delicate in design, many with matching 
attachments. Even stainless styles are slimmer. 

Diamonds keynote dress-ups. Be sure to designate total carat weight, as you do in 
rings. 

Color comes in crystals, slip-through bands, and precious-stone side trims. 

Bracelet watches with the beauty of jeweled creations are on the ascendant, with 


a good number in style-prescribed Florentine finish. ee 












coming 






next 







month 







Low-priced men’s 






jewelry for Christmas 





giving. Jerry Gewirtz 






provides some tips 






you can pass along 












to your customers 
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Selling Aids with the Christmas Look 


Manufacturers are helping the retailer say “Happy Holiday” to customers through 
these attractive and clever sales aids that brighten up window and in-store displays 
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GEMEX CORP., 1200 Commerce Ave., Union, N. J., is 
peating last year’s Christmas promotior It features a spec 
ANSON, INC., JEWELRY FOR MEN, 24 Baker St 


this abstract wire form display t stands 
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vift certilicate package. Contained in the package are a free 
-¢ . a ‘e esent 
vift certificate kit and a clever fireplace display. The Gemex dence, p1 er 


q 


in. high. The wooden base is 7%, in. long and 415 in. wide 


watchbands have a consumer selling price of $174. Cost to 
It’ available with purchase of Anson Linit 352/5® 


retailer is $77.55, giving the jeweler a profit of $96.50. 





J. R. WOOD & SONS, INC., 216 E. 45th St., New York 17, 


WALLACE SILVERSMITHS, INC., Wallingford, Conn., shows N. Y., is supplying this mobile display unit to authorized Art 
k panel of its display to give a carved dealers. A plastic ball, lined with metallic foil, accom- 
a modates either a diamond ring box or a wedding ring box 


finished, curved stand has rubber-tipped legs, and a 


colorful squares on the ba: 
tained-glass-window effect. \ cut-out anvel suspended on 
wire bracket provides animation. \ white bark cloth pad with The gold 
polyethylene clips holds forks. Drape material is lavender satin. green sign tells a Christmas message. Wind currents create 
The display is 20 in. wide, 18 in. high, and 12 in. deep. Price free-swinging motion of sign and plastic ball. The unit is 


is $5 if purchased with Wallace Display Package Group. approximately 13 in. high. 
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REED & BARTOS 


& BARTON SILVERSMITHS, Taunton, Mass., present 

featuring a gold and white ange! veringe before a 

iyn which reads “‘Heavenly Gift, Reed & Barton sterling.”’ \ 
red velvet panel holds seven forks, spoons or serving piece 

Dimensions of the display are: 1% long, 1 in. high and 

li) in. deep It is available separate : YW = ‘ part of 


the fall-winter display program which sts $17.5 postpaid 


ZIPPO MFG. CO., Bradford, Pa., has a holiday package which 
includes tive Zippo lichters shown in Santa Claus’ bag. A de- 
izm feature of the display is the use of styrofoam plastic as 


eparator between front and back pane 





SHEAFFER PEN CO., INC., Fort Madison, Iowa, com- 
bines light and motion in this rotating transparent screen 
display, producing the effect of continually falling snow through 
which Santa makes his way with a Snorkel pen and pencil 
ensemble. Flashing lights behind the top copy card accentuate 
the White Dot brand identification. Two die-cut Santa side- 
pieces hold a boxed ensemble each. Main display measures 24 
inches high, 16 inches wide and 4% inches deep. It is avail- 


able to dealers on a merchandise deal. 
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COLUMBIA DIAMOND RINGS, 134-20 Jamaica Ave., Jamaica 
is featuring this display unit with an animated 


for jewelers’ diamond windows during the Christ- 


ma eason. The parchment scroll with its message is lighted 
from the ar. The display is > in. long, 11 in. deep and 
yt, oi wh. After Christmas a Guardian Angel doll with 


appropriate background can revlace. the Santa 


THE GORHAM CO., Providence, R. I., has a Santa Claus and 


Christmas stocking motif for its Christmas display Stockings 
for Mother from each member of the family are filled with 
appropriate silver pieces. A smiline Santa points out the 


Gorham Sterling Stockings hanging on the fireplace 


MIDO WATCH CO. OF AMERICA, INC., 580 5th Ave., New 
York, is tying in its Christmas mat service with its Fall ad- 
vertising theme: ““Do You Still Wind Your Watch?’ Each mat 
is designed for flexibility in layout to permit easy substitution 
of individual watch models. Twenty-four mats are offered, 
with special emphasis on new additions to the Mido line, in- 


cluding Mido “Miniatures.” 
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SPEIDEL CORP., 70 Ship St., Providence, offers a display 
minus the manufacturer’s name, thereby allowing the jeweler 
to merchandise all of his stock. Its puzzling motion feature is 
a crowd-stopper. Hidden lights flood the base of the display, 
which is 18 in. high. 


FEATURE RING CO., INC., 130 W. 46th St., New York 36, 
has prepared a large and varied mat service, designed to draw 
attention from all classes of buyers. There are series for the 
interlocking diamond engagement and wedding rings (em- 
phasizing the Feature-glo setting), for the Acceptance Ring for 


men and for threesomes. twosomes and dinner rings. 
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BENRUS WATCH CO., INC., 50 W. 44th St., New York 36, 
N. Y., has packaged its “Diamond Majesty’’ watch in a lucite 
presentation box. The container is wrapped in attractive holi- 
day gift paper. The 30-diamond watch retails for $195. 


mee _ TELLS GAS M 
AT A CIAN 


KENWAY PRODUCTS, 759 N. Milwaukee St., Milwaukee, has 
a Christmas card for jewelers that won't be thrown away. 
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This unique greeting card, imprinted with the advertiser's mes- 


sage, is available at a price no higher than ordinary cards. 
Mile-O-Dial, is a pocket size rotating dial gas mileage calculator 
which computes the number of miles obtained on a gallon of 


as. 


ry 
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KEM PLASTIC PLAYING CARDS, INC., 595 Madison Ave., 
New York, has a glossy white sleeve with frost or snow-flake 
patterns in gold, black and red in this year’s Christmas pack- 
age for double decks of Kem cards. Shown in the photo is one 
of the ways Kem might be displayed with materials on hand. 
Shipments made in October and after will be Christmas-pack- 


aged. Sleeves are supplied at no charge. 


LANDERS, FRARY & CLARK, New Britain, Conn., are ad- 
vising customers to make it a Universal electric housewares 
Christmas with their display and mat service. The display has 
been designed for easy adaptation to many sizes and shapes, 
and is suitable for both window and in-store use. It features 
Santa Claus singing carols over a leaf-designed base holding 
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numerous Universal appliances. 
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1847 ROGERS BROS., DIVISION OF THE INTERNATIONAL 
SILVER CO., Meriden, Conn., offers this set of eight 10-in. 


Christmas plates free to all accounts with the purchase of any 
COMMUNITY DIVISION OF ONEIDA LTD., Oneida, N. Y., is 


52-piece service or larger. Packed in units of three sets to a 
“never 


master carton, each individual carton is suitable for mailing, 
and contains a chest-top card with plate racks holding four 


paraphrasing the Ladies’ Home Journal’s slogan into 
underestimate the growing birth rate.” To help dealers capi- 
plates to go on either side of the chest. The plates are designed talize on the gift market for babies, Community is introducing 


and produced by Salem China Co., and normally retail at $1.60 this new, full-color display free with assortment No. 9075, 
each or $12 for eight. Two-color selling sheet and newspaper totaling $65.40 at retail. 


mats coveriny this offer are available. 


. godt is 
Season's G,reetitte 
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Saeeaee a ey an “4 . Annee, 2 > has ba — SQUIRE, INC., MEN’S JEWELRY, Taunton, Mass., reminds 
( "1S as £ catalog rei at a cost of of - yr two — ; : - ; 
SCAS BSE ae Meany 6 ; . ee dealers that Christmas is just around the corner with this 
hand-rubbed, blonde wood display case that has Santa Claus 


peeking cheerfully over the top. The case is glass-protected and 


imprints. Five pages of editorial matter are incorporated to 
vive the catalog longer life. The entire book is done in full 
color and merchandise hown covers a range of general jewelry suitable for windew or counter-top use. It shows 12 este. ani 
vifts as well as 32 Hamilton watches. The display shown has the Gin Sante “hendes” to reveraiiie 
a revolving gold star that ties in with the theme of Hamilton’s 
Christmas advertising campaign, “Stars to Wish On—Stars to 
Give.”’ Display holds three reindeer, and its base is a white 
and gold gift-wrapped package. Hamilton also offers Star Pin 
packages at Sc each including imprint They contain 12 tiny 


plastic clothespin with colorful string to hang Christmas cards. 


BULOVA WATCH CO., INC., Flushing, N. Y., offers these three 
ales aids to dealers. A popular repeat is the Christmas roto- 


yravure folder RF-755, an &-page, tabloid-size, colorful self- 


ea 


mailer featuring a full selection of Bulova watches, radios. elee- 


trie razors, and other gifts. The “‘TV’’ display, mailed free to 


€%: 


~ 


en, 


jewelers, is designed to feature two Bulova watches. Colored in 


vold, black, red and white, it is made of brass-plated metal and 


6 


plastic, with a translucent ““‘TV screen’’ that gives an illumi- 


nated effect. The newspaper mat service contains 100 Christ- 
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mas ads including some that tie in with the Sinatra TV show. 
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BULOVA 
; The Finest Git : Ss a a if FLEX-LET CORP., 580 5th Ave., New York, offers jewelers 

{ of By Ge | _P a display to tie in with its new line of crosses. It has a 
gh % ee a ; translucent stained-glass effect heightened by normal window 
Frc at lighting. Glowing cathedral quality is achieved without special 
: a lights or wiring. A merchandising tray containing 12 crosses 
forms an effective selling centerpiece. Flex-Let offers the dis- 
play free with order of two dozen crosses within a price range. 
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DIAMOND PLATINUM 


yucllls 


a5! by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets ... offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 


For prompt attention please address inquiries Dept. K-57 





How do vou 


rate yourself 
as a 
Diamond 


Salesman ? 


by Gladys PB. Hannaford 


Selling diamonds is not a trade 
but a highly specialized profes- 
sion. As such, it demands cer- 
tain well-defined qualities in 
the successful practitioner. In 
this article Gladys B. Hanna- 
ford tells you what these quali- 
ties are and gives you a chance 
to gauge your own proficiency. 
Mrs. Hannaford is nationally 
known as a lecturer on the sub 
ject of diamonds, and we know 
you'll be stimulated by what 
she has to say. You’ll have fun, 


too, with your “report card” 


ERS’ CIRCULAR-KEYSTONE, OCTOBER 1957 


° A group of jewelers were dis- 
cussing the qualities a top dia- 
mond salesman must possess. 
On some points, they disagreed. 
Who was right? There was only 
one way to find out: ask the 
onsumer. So several people 
were asked, “What kind of a 
person would you like to buy 
diamonds from?” Here are a 
few of the widely varying 
answers: 

A woman: “I like a salesman 
who acts as if he likes me and is 
happy that I came in. You know, 
he makes me feel that I am an 
attractive woman.” 

A man: “I like to deal with a 
man who is proud of his mer- 
chandise.” 

A woman: “Well, I like to go 
into a store that looks clean and 
not all cluttered up. If the win- 
dows are junky, I just don’t go 
In.” 

A man: “A salesman who 
seems to sense what I want and 
why [ want it, without a long 
explanation from me, can usu- 
ally sell me if he has what | 
want.” 

A woman: “When I am spend- 
ing a lot of money, I like it to be 
exciting.” 

A man: “I won’t buy any- 
thing from a man who doesn’t 
know his product. I like jewelry, 
but I have talked to men in jew- 
elry stores about diamonds and 
| swear they don’t know any 
more than I do, and, frankly, 
when it comes to diamonds, that 
isn’t much.” 

A young girl: “If it’s an en- 
gagement ring, it’s pretty ro- 
mantic and the man in the store 
ought to see that.” 

Other answers duplicated one 
or more of the above. 

Keeping money in circulation 
is very important in our econ- 
omy, hence good salesmanship 
rates high. It has been said that 
only good salesmanship keeps 
us at our present level. 


HOW DO YOU RATE as a diamond 
salesman? 

From the consumer’s point of 
view, it seems that vou must 
love your customers and love 


diamonds. You must be a good 
housekeeper, a psychologist, a 
stage director, a scientist, and a 
romanticist. It sounds like a 
large order, but you must al- 
ready be many of these things 
or you wouldn’t even be trying 
to sell diamonds. 

It is not easy to love all cus- 
tomers. Some are. belligerent 








© DO YOU LOVE YOUR CUSTOMERS? 


und rude, almost daring you to 
sell them; others are superior 
or contemptuous and hard to 
please. Fortunately, these are 
in the minority. If you approach 
all with genuine liking, it may 
help you to understand that 
sometimes these attitudes are 
defensive. When a customer is 
buying a diamond, he is making 
a major purchase. At best, it is 
a mystery to him. He is afraid 
he will spend his money un- 
wisely. He has heard stories of 
people who have been gypped. 
Unhappily, these stories are 
given wide circulation. His ego, 
along with his money, is in- 
volved. His ignorance can make 
him feel at a disadvantage. 

In your imagination, try to 
change places with him. In your 
mind, stand the other side of 
the counter. Try to understand 
what is back of what he says 
and you will be able to answer 
him and to present your mer- 
chandise with real appeal for 
that particular man. 

A good diamond salesman has 
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infinite patience. There is little 
impulse-buying of diamonds. 
both men and women, especially 
women, will take endless time 
“just looking.’ Patience and en- 
thusiasm can sometimes bring 
about a satisfactory sale. It is 
often through “just looking” at 
diamonds that a strong desire 
for possession is born. 


TO LOVE DIAMONDS is often 
much easier than loving your 
customers and nothing is so 


© DO YOU LOVE DIAMONDS? 


contagious as your appreciation 
of your jewels. If you love them, 
it will be impossible for you to 
handle them carelessly or con- 
descendingly. You need to love 
all diamonds because, if you do, 
you will present diamonds of 
lesser quality still as diamonds 
and not as stepchildren. There 
are plenty of customers who 
put quantity above quality. Be 
thankful for them. If everybody 
wanted only top quality, there 
wouldn’t be enough diamonds to 
go around. Nature has created 
thousands of lesser ones for 
each diamond that is superb. If 
you love diamonds, it is easy 
enough to be lyrical about a fine 
gem, but you have to do some 
well-planned selling to deal 
with less than the best. Keep 
this in mind: When you present 
all diamonds enthusiastically 
but honestly, the customer who 
wants the biggest possible 
stone for his money will know 
what he is getting and be happy 
in his purchase. 

In the matter of housekeep- 
ing, it is impossible to be too 
careful. A woman may be a top- 
notch cook, but if she is a bad 
housekeeper, no one will believe 
she is a good cook. You may 
know more about diamonds 
than anyone else within a hun- 
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@ ARE YOU A GOOD HOUSEKEEPER? 


dred miles, but if your store is 
cluttered and messy, there are 
going to be many potential cus- 
tomers who won’t give you a 
chance to display your knowl- 
edge because they just won’t go 
into your store. Be on your toes 
and keep your salespeople on 
their toes, too. Don’t let that 
small piece of paper stay on the 
floor. Get those fingerprints off 
the counter—after every cus- 
tomer if you possibly can. And 
carefully wipe off every dia- 
mond you have shown before 
vou return it to the case. 


AS A PSYCHOLOGIST, well 
this is a tough one. A man has 
said he likes a salesman to 
sense what he wants and why 
he wants it. Try, with a few 
leading questions, to find out 
what is back of your customer’s 
interest in diamonds. People 
desire diamonds for so many 
different reasons. If he _ is 
young and looking at engage- 
ment rings, obviously sentiment 
ranks high. The diamond car- 
ries more sentiment than all 
other jewels put together. Re- 
gardless of age, the gift of a 
diamond makes a woman feel 
loved and desirable, so even the 
older man may have sentiment 
uppermost in his mind and ex- 
pect his gift to express love first 
of all. 

Diamonds have great social 
significance. They carry their 
own success aura. Does this 
man standing at your counter 


have that in mind? To him, per- 
haps, it tells a story of success 

of success shared when he 
gives it to his wife. 

One man says that diamonds 
are the only property one can 
own that requires no upkeep. 
He looks on diamonds as one 
means of laying away money 
and thinks of them as part of 
the family inventory a hundred 
vears from now. Others feel a 
strong pride of possession; to 
them quality is important. A 
salesman with a good psycho- 
logical sense who can put his 
finger on the basic reason be- 
hind an interest in diamonds Is 
halfway to a sale. For most 
people it is easier to be a 
good stage director than a 
psychologist. 


@ ARE YOU A GOOD STAGE DIRECTOR? 


So much has been written 
about the ways in which dia- 
monds should be presented that 
you must know them all. It 
won't do any harm to check 
again. Good lighting is the first 
essential. Have you looked at 
your velvet pads lately? They 
must always be fresh and of 
the best quality. Everything 
must emphasize the prestige 
and preciousness of the dia- 
mond. Just as a stage director 
places an actor in the right set- 
ting and the right light so that 


@ ARE YOU 
A GOOD 
PSYCHOL- 
OGIST? 








his lines will have the greatest 
significance, so, in your stage 
direction, you will give the 
diamond every opportunity to 
shine at its best and speak for 
itself. Given opportunity, the 
diamond can sometimes. say 
more to a customer than you 
Can. 


ARE YOU A _ SCIENTIST? You 
must be able to discuss quality 
in diamonds with the assurance 
that comes from knowledge. 


@ ARE YOU A GOOD SCIENTIST? 


This will earn the respect of 
the customer more than any 
other one thing. 

Be able to give the customer 
enough information, but never 
be too technical. Don’t frighten 
him. Never, never see in the 
customer an opportunity to 
sound off and display your 
knowledge. You can make him 
feel like a nitwit and that won’t 
make a sale. The difficulty is 
that customers differ greatly in 
the amount of information they 
can digest. Most will be able to 


understand a simple story, a 
few scientific terms, and they 
will love it. Explain color and 
its effect on price. Have good 
light to demonstrate the differ- 
ences in color if the customer is 
interested. 

If he is concerned with inclu- 
sions, show them to him. He is 
entitled to see. You should be 
able to prove to the satisfaction 
of the customer how unimpor- 
tant the tiny ones are and how 
little they affect the diamond’s 
beauty. Be able to tell him how 
important good cutting is and 
how poor cutting affects the 
brilliance. He may have seen a 
“bargain” somewhere and now 
realize that it is no bargain at 
all. Never be superior in your 
knowledge. Preface your infor- 
mation with “you know that 
... or “not everyone under- 
stands as you do that...” He 
probably doesn’t “know” or 
“understand” but it will make 
him feel good and you won't 
seem to be flaunting your pro- 
fessional knowledge. 


THAT DIAMONDS ARE ROMANTIC 
goes without saying, but you 
should be good at romancing 
them just the same. 

That diamond locket or the 
tiny diamond ring for a baby 
girl is evidence of a time of 
rejoicing. Later the diamond is 
the symbol of the girl loved and 
in love—the girl] who has gotten 
her man, the biggest romantic 
moment in the lives of both 


@ ARE YOU A ROMANTICIST? 


boy and girl. You can afford to 
have a few stars in your eyes, 
too, when the young couple 
come in for the engagement 
ring. You don’t have to act like 
a history professor, but you can 
add a little of the historical 
side. 

Sometimes, one small fact 
about the diamonds of history 
will add to the romance of the 
diamond being sold and make 
you even more of a romanticist. 
It is said that all the world 
loves a lover. It might be added 
that lovers in turn love those 
who recognize and contribute to 
their romance. When you think 
about it, isn’t this really pretty 
easy when you are working 
with diamonds? 

There you have it— really 
from the consumer. What’s your 
score? Only you can tell, but if 
your diamond sales are not up to 
the average for stores of your 
size, you could be short on one 
or more of the qualities the cus- 
tomer likes you to have. 9&8 


can you score 90—behind the diamond counter ? 


Rating 


Your Score 





Do you love your customers? 


Yes —20 


Sometimes—10 


Never—0 





Do you love diamonds? 


Yes —25 


Sometimes—10 


Never—0 





Are you a good housekeeper ? 


Yes —10 Fair 


D 


No —0 





Psychologist ? 


Good—10 Fair 


—0 





Stage Director? 


Good—10 Fair 


—0 





Scientist? 


Good—15 Fair 


0 





Romanticist? 


Good—10 


Fair — 


—-") 





® Be honest . .. don’t overrate yourself! (You may fool yourself if you cheat on your score 
but you’ll never fool the customer on your ability as a diamond salesman.) Now turn to page 


155 to see what your score means. 


JEWELERS’ CIRCULAR-KEYSTONE, OCTOBER 1957 
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Treasured beyond all other gifts 
{ll your yesterdays. ...A gift of diamonds is a bridge for time... . | 
stars the cherished moments of a shared lifetime. ... It 


all other gifts it 
gives, as nothing else, enduring meaning to all your yesterdays by making 
Jury 


them a part of your tomorrows.... “A diamond is forever.’ 


let a diamond make memorable that special anniversary, 01 


Ais year, 
birthday, a debut, the birth of a child, or any significant event 
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Price: 
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NE W for more diamond sales 
DIAMON 
GIFT 
BOOKLET 


Use this new booklet— promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 


to customers and prospects. 


This handsome, interesting new 24-page 
booklet, “You Can Give a Diamond.” promotes 
the idea of giving diamond gifts fo 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


gives ideas and information on choosing them. 


Use this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects business executives. 
professional people. both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 

For your imprint, add $3.50 for first hundred 
and $1.25 for each additional hundred. 
Order from Diamond Promotion Dept.. 

The Reuben H. Donnelley Corp.. 

230 East Sandford Blvd... Mount Vernon. N. Y. 


{dvertising promoting the fF nzagement Diamone 
Tradition its working for you in Life. Look. The 
Diamond Gift advertising (shown opposite) is promoting Saturday Evening Post. Reader's Digest —tie in 
gift sales for your diamonds in Time, Newsweek, keep diamond sales coming your way. 
The New Yorker, Town and Country, National Geographic 


De Beers Consolidated Mines, Ltd. 
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¢ You know how tough it is for you to see un- 
trained, extra holiday-help fumbling through sales 
presentations with prospective customers. 

It isn’t pleasant for them, either. 

The chances are you can’t afford the time to 
teach them even the rudiments of the jewelry 
business or make them acquainted with the stock 
you carry. 

Two years ago JC-K published the first booklet 
aimed at providing help—for your extra holiday 
help. It presented the basic essentials relating ‘to 
jewelry merchandise and jewelry merchandising 
in a form which the newcomer could easily under- 
stand and readily adapt. 

The booklet was a great success not only in the 
number sold but in the results it produced both 
for the jeweler and for his new sales people. It 
was natural that there should be a continuing de- 
mand for it. 


This booklet does not go into technical details, 
which only tend to confuse the beginner; it gives 
him just enough to feel that he is not a stranger 
to the business. It is designed to build confidence 
in the clerk, confidence which he can radiate so 
that the customer will, in turn, have confidence 
in his statements. 


The material is designed to teach the practices 
of the jewelry store, the psychology of jewelry- 
store customers—and the essential facts on 
jewelry-store merchandise. 

The average jeweler in trying to explain to a 
new clerk the quality factors of his various lines 
of merchandise is either too superficial or too de- 
tailed in his teaching. He usually ends up with a 
feeling of regret at having wasted his time. 


Whether the extra Christmas help are school 
teachers, bank clerks, college students, erstwhile 
unemployed widows or potential full-time em- 
ployees, they will find this “capsule course” fas- 
cinating, easy to read and absorb. This booklet 
presents its material on the assumption that the 
newcomer knows nothing about jewelry-store 
items and has only average intelligence. 


Did you ever consider the psychology of the 
layman coming into a jewelry store and stepping 
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behind a jewelry counter as a clerk? They are 
just plain scared. 


They must be made to feel at ease, made to feel 
important—they must be made to feel they are 
needed. This booklet does that. It says on its 
opening page to the beginner, ““You are now one 
of us.”” It goes on to welcome him as a fortunate 
“person apart.” It continues, “You are now part 
of one of the world’s oldest and most respected 
trades. As one in the jewelry business it is your 
privilege...” 


The practical limitations of temporary, part 
time help are recognized. For example, the first 
“capsule course” is on the selling of diamonds. 
This is not titled with a bookish heading which 
would frighten the beginner. Rather, it is headed, 
“A Diamond Is Forever”—a heading such as the 
new clerk might find on an article in a consumer 
publication. It is intriguing. It starts with some- 
thing the lay reader can understand and believe. 
For example, the capsule course on diamonds 
says, “On that little tag attached to each diamond 
ring and on the inside shank of the ring itself, you 
will find a wealth of information. Tell it to the 
customer—BUT, if he wants to get ‘technical,’ 


SELLING FACTS 


@ watches 
@ silver 
@ china & glass 


(Also included is a three- 
page glossary of jewelry 
store terms and a three- 
page list of test ques- 
tions.) 


SEND COUPON TODAY 2 
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you had better be ready and call for the assistance 
of more experienced help to take over the sale.” 

The reading matter on this subject is informa- 
tive without being awesome. The newcomer is 
advised of the quality factors which determine 
the value of diamonds—information which should 
be transmitted to the customer. 

For example, carat weight is explained. “But,” 
the newcomer is told, “size is only one of the fac- 
tors determining the value of a diamond. The 
others are cut or make of the gem, the color, and 
the clarity of the diamond.” The article goes on to 
explain in simple detail just what these are. 

The diamond selling “course,” like the other 
“courses,” is easily digestible, easily understood. 

In addition to the courses on different jewelry 
store lines, the booklet includes a three-page glos- 
sary and three pages of quiz questions with which 
the new clerk can test his knowledge. 

Clip the coupon appearing to the right—send 
in your order for a copy for each of your extra 
holiday clerks. Do it now! When your extra peo- 
ple report for work you can capitalize on their 
enthusiasm by immediately turning over to them 
these instructive ‘“‘capsule courses.” Copies are 
50 cents each from JEWELERS’ CIRCULAR-KEY- 
STONE, Chestnut and 56th Sts., Phila. 39, Pa. 










































ee eee@e eee eeeeeeeeeeneeeeeeeeeneeeeneennneeneneenenennenneeenennnnneenn eee eee eee el rel rh ee 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Sts., Philadelphia 39, Pennsylvania 


Please send immediately ... copies of “Fitting into the 
Selling Picture” at 50 cents per copy. Enclosed is $... 





by George Nider 


You dont have to 
be a ‘good speaker 


By lecturing on jewelry and sil- 
ver, as her father did before 
her, Elaine Cooper of Fred J. 
Cooper, Inc., Philadelphia, in- 
spires confidence in her audi- 
ence and gains customers for 


her business. 


® RECENTLY WE MANAGED to catch Elaine Cooper 
in a free moment. It was at the American Gem 
Society Conclave in Philadelphia where she was 
hostess to the more than 500 guests. We knew 
that this busv young woman was a lecturer as 
well as a jeweler, but we wanted to know more. 
We asked her how she found time to lecture with 
all of her other activities, and why she lectured 
at all. 

“My father did all right by lecturing as early 
as 1924,” she said. “It helped him build a good 
business, and | feel that it’s necessary for our 
future success. Lecturing inspires confidence. 
People get to know and trust you, and they tell 
their friends about you. It creates a desire to 
shop in a jewelry store.” She added: “Of all the 
means I’ve tried, I find this the best form of 
advertising.” 

As a proof of this she told us of one customer 
who heard about her lectures through the grape- 
vine. “Although I don’t think she ever heard 
me speak,”’ Miss Cooper said, “‘she was told about 
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... to talk people into your 


store. Sehools and clubs are 


‘ager to hear what you know 


about gems and silverware 


my talks, and that’s why she came to me. She 
felt if I could talk about my business I must know 
something about it. She bought gems for a period 
of over a year and a half, and the total sale was 
in the thousands.”’ 

We agreed that lecturing could indeed be 
profitable, but we brought up the question of get- 
ting started in public speaking. ‘“‘Maybe it’s easy 
for a young woman like yourself, but how about 
other jewelers who don’t have your speaking 
ability ?” 

“Lecturing doesn’t take any real speaking 
experience,” she said. ‘Most jewelers don’t 
lecture because they think they’re not good speak- 
ers. I don’t believe m what you’d call a good 
speaker, but I can talk, and I know what I’m 
talking about. To the groups I address I’m an 
authority. | know more than they do about gems 
and jewelry. They come to the lectures to find 
out what I know, not how good a speaker I am.” 

Miss Cooper feels that an important point in 

(Please turn to page 154) 
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The Christmas List is dramatized 
in this display by lettering appro- 
priate jewelry-gift suggestions on 
Christmas-tree-shaped posters set 
against the window background. 
One large tree is decorated with 
question marks made of artificial 
holly leaves and copy streamer 
which reads something like—‘“ Look 
here for the answers to your 
Christmas shopping questions.” 
The smaller trees with the mer- 
chandise lists can be lettered on 
heavy colored cardboard or on 
colored paper mounted on board. 
The large tree can be cut from 
beaverboard and covered in white 
fabric with green holly decorations 
or in green fabric with gold or 
silver holly. Use stiff wire formed 
into question- mark shapes and 
wire holly sprigs to them. 


by VIRGINIA DIXON 


Be window wise and group your Christmas gifts 


® THERE WILL LIKELY BE MORE PEOPLE than 
ever this Christmas selling season looking 
for gifts from the jeweler, so it behooves us 
to be ready with display settings that will 
warrant more than casual attention. People 
are becoming more and more used to self- 
service shopping and, while this is hardly 
practical for the jewelry store, there is a 
growing desire to have one’s ideas pretty 
well formulated before talking to a sales- 
person. Window and interior displays can 
be designed to cater to this feeling and con- 
sequently do a better-than-average selling 
job. 

Visualize your customers and their gift 
lists and present your merchandise as the 
answer to specific gift problems. Instead 
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of showing general selections of gift sug- 
gestions, give each group a definite theme 
and select suitable merchandise to carry 
out that theme. It may not be possible to 
cover all your customer’s gift problems, but 
a clever selection of categories can be de- 
vised which will cover the major ones and 
yet be specific enough to inspire purchases. 
The exact categories selected will depend 
on the type of customer to whom you cater 
and the merchandise you have to feature, 
but plan carefully so that these displays 
ean be really helpful. There are many im- 
aginative variations on the ‘For Him” and 
“For Her” theme—and don’t forget maiden 
aunts and country cousins and all the small 
fry! aes 


SIRCULAR-KEYSTONE, OCTOBER 1957 














iam 
















Place settings in flatware are the 
suggested gift in this display, and 
the copy can indicate the type of 
recipient. A Santa Claus mask is 
hung over the corner of a chest of 
flatware and place settings are ar- 
ranged on fabric-covered plaques, 
each tied with a colorful gift rib- 
bon. Small tags may show the pat- 
tern name or price. Assorted serv- 
ing pieces are arranged on the 
window floor. Roping of evergreen 
or tinsel extends across the upper 
window in festoons hung with 
Christmas-tree ornaments. You 
may be able to re-cover your regu- 
lar place-setting plaques in a 
Christmaslike fabric or it may be 


simpler to use circular panels of 


heaverboard with the flatware 
pieces wired to them. 



























The acme of all Christmas gifts 1s 
certainly a fine diamond, and dia- 
monds should be given a strong 
promotion this year. A cut-out or 
three-dimensional cherub or angel 
scatters snowflakes across the 
diamond rings perch on slender 
background of this display while 
white candles arranged in groups 
on the window floor. The snow- 
flakes should be the “sparkliest”’ 
ones you can find, tacked or hung 
against the background in a closely 
elustered sweep—not all over the 
background. The rings may be ar- 
ranged in groups according to 
price and the copy should be good 
strong diamond-selling copy, hand 
lettered on a handsome card near 
the center of the window. 





Watches are the featured merchandise 
in this sketch with a gay Christmas 
“clock” against the background. The 
clock is a dise of colored board fitted 
into a Christmas wreath. Numerals are 
small Christmas-tree balls with glittery 
cardboard hands. Watches are arranged 
in groups on the window floor and ad- 
ditional watches in their boxes are dis- 
played in wooden hoops hung from the 
ceiling. Regular embroidery hoops can be 
used for these by winding them with 
colored ribbon and fastening each pair 
of hoops to form a globe. 








ed emerald Top row Series of fancy shapes— 
one, baguettes and calibres. Second row: 
e emerald cut ,.68-ct. marquise faceted: 
ect. narrow oval faceted Bottom row: 16.10-ct. emerald cut 
>» mm 17.46-ct pear-shape faceted (28 x 15.7 mm) ; 
pear-shape cabochon 21.40-ct. oval cabochon. 
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Reconstruction, synthesis, culture—and all! 


by Dr. Frede rick H. Pough, Gt m consultant to r #” @ Part / \ 


¢ THE CONCLUDING CHAPTER of this series of ar- 
ticles should find us pretty well agreed that the 
traditional word “synthetic” was never suitably 
descriptive of the Verneuil-burner products. We 
are still in our quandary. We don’t know what to 
call the new stones, but we are sure that no 
jeweler will ever be very successful at selling 
Chatham emeralds as “synthetic emeralds” for 
$100 or more a carat. The potential customer, who 
is exceptionally alert (or he wouldn’t be consider- 
ing a Chatham emerald in the first place), will nat- 
urally ask why a synthetic emerald costs so much 
more than the synthetic version of the still rarer 
stone, ruby. Of course, our jeweler will have his 
answer—in fact we hope that he has been antici- 
pating the question from his customer. But obvi- 
ously it would be better to distinguish in the 
nomenclature between the low-cost, scientifically 
primitive stones of 1910 and the brilliant tech- 
nological achievements of the 1950’s. Why start 
off with one strike called at the outset? 
“Cultured” has been suggested for emeralds, 


and if necessary, the word can be defended. How- 
ever, the word isn’t sacrosanct; it was, in fact, in- 
troduced as a lesser evil. It was not born of 
inspiration, as the one and only proper word. 
Secondly, it is neither inaccurate nor misleading, 
for by using it, we imply that man was the guid- 
ing force, creating conditions as he does with the 
pearl oyster, in which Nature could do what comes 
naturally. “‘Recrystallized” was also seen to be 
appropriate and descriptive of the crystal-grow 
ing process, though since recrystallization also 
happens naturally, it is not as fully descriptive 
as cultured. Either word is scientifically accept- 
able, and free from the onus with which the 
ieweler has saddled himself in “synthetic.” (It 
wouldn’t hurt to find a replacement for that great 
promotional and selling term “off-color,” which 
in fact describes a far higher percentage of all 
diamonds sold than any jeweler would admit!) 


SINCE WE'VE NOT BEEN TOLD anything about the 
erystal-culturing process followed by Chatham, 


(Ple (S¢ furn to page 12s) 











This FREE 
booklet 
tells how our 
method of 


buying ...our — 


positive control of the “make” of our 
















Ty 


™. 


diamonds... our scientific system of pre- 
cision grading... and our merchandising 
programs...all will help you...as they 
have thousands of other Jewelers... build 
bigger and more profitable diamond 
sales. A copy is yours for the asking! 


C. A. KIGER COMPANY, KANSAS CITY, Mo. 





Chatham cultured-emerald rough. Left—330-carat crystal; it took 


three years to grow and is 1%” x 1 5/16” x 1” in size. The only larger piece 


is the 1000-carat rough Chatham cultured emerald in the Smithsonian Institution in 


Washington, D. C. Center—This 118.65-carat crystal required approximately 


15 months to grow. Right—-212-carat formation of Chatham cultured-emerald rough. 


Besides being used for specimens, such rough is mounted in specialized jewelry. 


RECONSTRUCTION (continued) 


our best approach is to learn what others have 
done, and examine in detail the related quartz 
growing processes followed by Clevite and the 
Bell Laboratories in the Navy-Signal Corps re- 
search contracts. 

Although the apparatus of the two concerns dif- 
fers markedly, the principle of crystal growth is 
the same. A solution capable of dissolving the 
feed material is maintained at the optimum tem- 
perature to be most corrosive in one portion of a 
container. The other portion of the container is 
maintained at a lower temperature (Clevite says 
10°C lower). 

According to their diagram, the Bell Labora- 
tories have concentrated their research on a 
“bomb” with a single upright tube. The natural, 
pure but unsuitable quartz in this hotter section 
dissolves in the solution, but the solution, being 
continuously heated and warmer than the upper 
portion, rises as it warms and expands. Naturally, 
it carries along its saturation load of silica. When 
it arrives at a cooler place, it is no longer able to 
keep so much silica dissolved, and some has to 
separate out. Seed crystal slices, having been 
thoughtfully provided as depositories for this ex- 
cess, quickly accept and arrange the silica mole- 
cules as they come out. More hot and saturated 
solutions come right along behind the cooling 


water, which eventually sinks back to the bottom 
of the bomb where it is reheated, resaturated and 
re-expanded, renewing its cycle. 

A series of slices of high quality, usable quartz 
crystals of natural origin are fastened by pins and 
wires on a rack in the cooler section of the auto- 
clave. Once prepared, the entire container is 
closed and sealed to withstand great internal pres- 
sure. The temperature is then raised, the lower 
section reaching about 385°C and the upper sec- 
tion, where the seed slices stand, reaching about 
370°C. Ina period of about one month, it has been 
found possible to grow quartz crystals that weigh 
half a pound or more. 

Little will be known about the production before 
the container is opened; it may have leaked, an 
impurity may have got in, a wire may have come 
loose, and the temperature may have gone up and 
down like an elevator. (Chatham experienced a 
loss of production from the recent San Francisco 
earthquake.) However, if everything has gone 
well, at the end of a period of time, the bomb will 
be cooled off and the crystals harvested. 


THE BRUSH-CLEVITE SYSTEM uses an entirely 
different autoclave, much more complex but pos- 
sibly capable of faster growth with its “forced- 
feeding’” methods. There is a double tube, con- 
nected by cross tubes near either end. One side 

(Please turn to page 193) 
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Jewelers’ Circular-Keystone presents 


DIAMOND INDUSTRY 


by Dr. George Switzer, Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(Published by permission of the Secretary, Smithsonian Institution) 


The author wishes to thank his conferees in 


many lands for data which they furnished him 


Editor’s Note: The Jewelers’ Circular-Keystone 
presents in this issue selected portions of the 32nd 
annual Report on the Diamond Industry. This 
was prepared by Dr. George Switzer, Curator, 
Division of Mineralogy and Petrology, Smith- 
sonian Institution, Washington, D. C. The por- 
tions presented here were selected because of 
their interest to retailers. Other sections have 
been omitted, by reason of their highly technical 
or specialized nature. The complete, unabridged 
JC-K report is available in booklet form and may 
be obtained at $1.00 per copy by writing Jewel- 
ers’ Circular-Keystone, 56th & Chestnut Sts., 
Philadelphia 39, Pa. 


® THE YEAR 1956 was a generally prosperous one in the 
diamond industry. Sales of gem and industrial diamonds 
during 1956 were about the same as in 1955, or about 
£77,000,000 ($216,000,000). Net sales of diamonds effected 
through the Central Selling Organization on behalf of 
South Africa and other producers accounted for most of 
this amount, totaling £74,546,010. This constitutes a new 
sales record, an increase of £257,315 over the record set 
in 1955. 

Sales of gem diamonds by the Central Selling Organiza- 
tion amounted to £50,542,240, while sales of industrial 
came to £24,003,770. Corresponding figures for 1955 were 
£50,253,946 and £24,043,749. Thus it can be seen that in- 
crease in total sales came mostly in gem diamonds, while 
sales of industrial were only slightly higher in 1956 over 
1955. 
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At the beginning of 1957 the United States ceased te 
stockpile industrial diamonds. 

In January 1957 the Diamond Trading Company an.- 
nounced price increases. All qualities of rough diamonds 
utilized in the manufacture of regular goods, tapered 
baguettes, and melee were raised 5 to 7% percent. 

World production of diamonds during 1955 was the 
highest on record. Total production amounted to more 
than 23,000,000 carats, a gain of more than 1,500,000 over 
the previous year. Of the 1956 total more than 18,000,000 
carats were of industrial grade. 

The United States consumes nearly three-fourths of 
the world’s diamond production each year. The value of 
diamonds of all categories imported into the United States 
during 1956 amounted to approximately $236,345,000. The 
figure for 1955 was $218,000,000. 


DIAMONDS IN FASHION 


Great public interest centered in the diamond engage- 
ment ring and wedding-gift jewelry of Grace Kelly, now 
Princess of Monaco. The couple made their first public 
appearance after betrothal at the Imperial Ball in New 
York on January 9th, and diamonds were the highlight of 
the evening. Mrs. John B. Keily, Grace’s mother, wore a 
handsome necklace of baguette diamonds and square-cut 
sapphires. On the stage in the Waldorf ballroom, Harry 
Winston showed some five million dollars worth of dia- 
monds. 

Miss Kelly was wearing the small red and white 
(Monaco colors) circlet, a family ring which the Prince 
was reported to have brought with him. As this was not 
the traditional engagement ring, great impetus was 
given to diamonds when the Prince replaced it by a 
handsome 12-carat emerald-cut, mounted on either side 
with a straight baguette. Miss Kelly was making her 
last Hollywood picture at the time and this large diamond 
was worn in the film story. 
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THE FLOWER OF PRECIOUS JEWELRY 
Only the most elegant jewelry can attract the patronage of those who recognize 
and can afford the finest. Contact the House of Heyman today for brilliant 


originations in platinum and precious stones... and recreations of heirloom pieces. 


Oscar Heyman ¢z Brothers, Inc. 


642 Fifth Avenue, New York 19, N. Y. 


Neckiaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up 





THE DIAMOND INDUSTRY IN 1956 





Average engagement ring sells for $231 


While still in this country, Prince Rainier chose the 
wedding jewels to be bestowed on his bride. Again, the 
diamond trade benefited through planned publicity given 
to this purchase. There were five pieces in his gift: 
pearls combined with rosettes and blossoms of baguettes 
and brilliants. From other donors she received a diamond 
necklace which converts into a tiara, double clip-brooches, 
pendant earrings, and bracelets, all of diamonds. De- 
scriptions and photos of this jewelry were widely carried 
in the American press. , 

In matched bridal sets, the swirl rings found new ac- 
ceptance this year. The diamond ring follows a swirled 
or waved line; the plain wedding band is curved to fit 
smoothly beside it. 

Large scale in jewelry approached its maximum during 
the year. As a trend, however, fine diamond pieces began 
slowly contracting to sensible proportions. This year, 
straight linear forms such as line bracelets were less 
fashionable than objects with curving and irregular con- 
tours. Sprays or flower clusters of fancy cuts usually 
were looped and tied with ribbons of baguettes, and 
there was wide use of baguettes in necklaces. Jewelry 
of baguettes alone was almost never seen. 

Necklaces continued to flow in wavelike lines. Festoons, 
garlands, and draped effects were favorites. 

Among novelties were long chignon pins for the hair. 
*aris revived buckles of all kinds; not for the belt but 
as clips. 

A revival was rock crystal sent to Germany to be 
carved into flowers and leaves, these forms then mounted 
with diamonds. Jade was carved as leaves for brooches 
for mounting in gold with diamonds. 

Late in 1956, the Tiffany yellow diamond, just over 
128 carats, owned by Tiffany and Company since it was 
cut in 1879 was offered for sale at $584,000. This was 
to include three interchangeable mountings for brooch, 
bracelet, and pendant, to be executed in white diamonds, 
gold and platinum. 

Advance note in jewelry was the emergence of free 
form design in real gems including diamonds. This ex- 
pression of contemporary art, heretofore confined to craft 
jewelry largely of silver may bring entirely new ideas 
of styling to precious jewelry. The Diamond U. S. A. 
Awards, given in New York each fall, were opened to 
all countries this year, and the title has been changed 
to Diamonds-International. 


TRENDS IN THE RETAILING OF 
DIAMOND JEWELRY 


Trends in the retailing of diamond jewelry were again 
investigated by a well-known independent research or- 
ganization for N. W. Ayer and Son, Inc. The purpose 
of the survey was to establish trend information con- 
cerning sales, inventories,. prices, and customer prefer- 
ences in the trade. The information summarized below 
is based on personal interviews with 124 retail jewelers 
in 65 cities throught the United States. 

While the over-all sales picture in 1956 was one of 
increased sales activity in total store sales, diamond 
jewelry sales and diamond engagement ring sales, the 
proportion of jewelers reporting an increase in total store 
sales was larger than that reported for the two jewelry 
groups. Whereas more than half of the jewelers reported 
an increase in total store sales, only about two-fifths 
of them reported increases in diamond jewelry sales, and 
diamond engagement rings sales. In 1956, jewelry sales, 
on the average, accounted for a smaller share of total 
store sales, representing for the “typical” jeweler only 
65 percent of his total store sales. Hence, it would 
appear that the sale of non-jewelry items is becoming 
increasingly important for the jewelry trade. Although 
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total jewelry sales have been a less important part of 
total store sales, diamond jewelry sales have continued to 
gain in importance as a share of total jewelry sales. For 
the “typical” jeweler, diamond jewelry sales represented 
almost two-fifths of his total jewelry sales in 1956. 

As in the past, true engagement rings continue to be 
the most important item in diamond sales, representing 
60 per cent of all unit diamond sales. Deferred engage- 
ment rings and anniversary gifts were next in relative 
importance, accounting for another 34 per cent. The 
number of jewelers reporting the sale of diamonds two 
carats and larger has increased steadily since 1954. Last 
year 65 jewelers (an all-time survey high) reported the 
sale of these stones, as compared with 51 jewelers in 
1955 and 38 jewelers in 1954. However, the sales of 
diamonds two carats and larger for the “typical” jeweler 
declined from 4 in 1955 to 3 in 1956. As in the past, 
the jewelers surveyed reported that most of the diamonds 
two carats and larger they sold in 1956 were purchased 
for engagement rings and anniversary rings. 

In contrast to the findings in 1955, women’s diamond 
pins appear to have gained in relative sales importance 
this year; although the proportion of jewelers reporting 
“not stocking’ this item has increased. Engagement 
rings, watches, dinner rings, and wedding rings are 
likewise gaining In sales importance, but the rate of 
sales acceleration appears slower. The other items of 
women’s jewelry reflect about the same position as last 
vear. Among men’s jewelry items, rings continue to 
show a Slight gain in sales importance, while cuff links 
retained about the same level of importance as In 1955. 
Lapel emblems, on the other hand, continue to decline in 
relative sales importance. As in the past, loose diamond 
sales continue to represent only a small part—about 4 
per cent—of total diamond sales. The number of jewelers 
reporting sales of loose diamonds has declined steadily 
since 1951. 

Although adequate quantities of diamonds were avail- 
able in 1956, jewelers, nevertheless, reported that short- 
ages existed in larger size diamonds of gem quality. In 
fact, the stortages in top quality stones of more than a 
carat in size appeared more acute in 1956, than in the 
past three or four survey years. 

Jewelers reported that, on the average, sales of dia- 
mond engagement rings account for about 50 per cent 
of total diamond jewelry sales. Thus, sales of diamond 
engagement rings are equal to the combined sales of 
all other items of diamond jewelry. Sixty-four per cent 
of the jewelers interviewed indicated that the desire for 
a diamond engagement ring was as strong in 1956 as 
it was in 1955, and about one-third of them felt that 
the tradition had grown even stronger in 1956. The 
average-size center stone set in the diamond engagement 
rings sold by responding jewelers in 1956 was approxi- 
mately 49 points. On the average, the most popular 
price for diamond engagement rings reported by jewelers 
in 1956 was about $231, excluding Federal Tax. This 
represents about a 10 per cent gain over the “average” 
price of $211 reported by responding jewelers in 1955. 

The relative sales importance of narrow-width and 
wide-width wedding rings among responding jewelers 
remains comparatively the same as in previous survey 
years, with narrow-width wedding rings accounting for 
78 per cent of total wedding ring sales. As in the past, 
more than half of the jewelers interviewed reported the 
price range of $46-$112 as the most popular price range 
for narrow-width wedding rings. However, expressed in 
terms of the median figure for this measure the most 
popular price reported by responding jewelers for a 
narrow-width wedding ring declined from $98 in 1955 to 
$86 in 1956. The most popular price for wide wedding 
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THE DIAMOND INDUSTRY IN 1956 





Where our diamond imports come from 


rings again declined in 1956, reaching a four-year low a solitaire, an almost equal proportion of respondents 
of $121. This is undoubtedly due to the increased popu- (42 per cent) reported that other settings are in total 
larity of the $46-$112 price range. purchased as frequently as a solitaire. The twenty-fifth 
Six out of ten respondents reported that the purchase wedding anniversary was reported by 61 per cent of 
of diamond rings by older couples as an anniversary the respondents as being the most likely anniversary 
gift occurred as frequently in 1956 as in 1955, and about for the purchase of a diamond ring. Next in importance 
three out of ten jewelers indicated that these purchases as an occasion of purchase for a diamond ring was the 
have increased in 1956. While almost half of the re- twentieth anniversary, followed in order of relative im- 
spondents indicated that older couples usually purchase portance by the fifteenth, tenth, and fifth anniversaries. 


DIAMONDS (EXCLUSIVE OF INDUSTRIAL DIAMONDS) IMPORTED FOR 
CONSUMPTION IN THE UNITED STATES, 1956, BY COUNTRY 





fough or Uncut ‘ut but Unset 


\ alue 


(Country 


North America 
Bermuda 
Canada 
Mexico 


Total 


South America 
Brazil 
British ¢ AULANS 
Colombia 
Surinam 
Uruguay 
Venezuela 


Tot il 


Kurope 
Austria 
Belgium-Luxembourg 
Czechoslovakia 
France 
Germany West 
It i1\ 
therlands 
Switzerland 


United Kingdom 


OO 


ty wm 


14 

} 
124 
G50 
O50 


S13 .396 090 


Ley G74 & 86 
French Equatorial! rica 

Liberia 35.536 4! 3! 130 275 
Southern British Afri LS7 1S7 
Lnion of South Afrie 7,898,974 166 


S$ 7,910,265 S1LOO 


otal 


Mee (;rand Total TRR 335 SS6 243.5 S 72.58 603.145 $75 .795 . 826! S100 
is 


Due to changes in tabulating procedures by the Bureau of the Census data known not to be comparable to years prior to 1954. 
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THE DIAMOND INDUSTRY IN 1956 





Belgium is still main cutting center 


Surveys in Months Indicated, As Quoted in De Beers Advertisements of cooperating with the authorities to eliminate smuggling 
1; carat Median WM carat Median I1carat Median 2 carats Median and any other evils was discussed, as well as the question 
“~ motos yer sn me of tariffs on diamonds. 
Jan., 1956 95-229 yp 205-455 32 915-1210 S55 35-3186 2000 : ; : ‘ . 
April, 1956 90-200 35 295 450) 2) 570-1150 850 1365-3200 2100 It was reported at this meeting that South Africa 
Sa oe oe oe aa cx darts aa and the United States are paying the highest wages. 
ct.. U5 eT 29 : 32: 4) R75 iy 21S oie y * ; 
With the exception of these two countries it was stated 
that the wages of a single workman average about £15 per 
week, whereas in the Union of South Africa the minimum 
Jan.. 1956 2275 A265 2600 wage is £1 per week. 
April, 1946 9795-6545 3635 - . : ; . 
July, 1956 2725-6450 3750 The next meeting of the International Diamond Cutters 
Association is to be held in Johannesburg. 





Wats o Carats Median 





Oret., 1956 2500-6365 3715 





On October 8 the ninth annual congress of the World 
Federation of Diamond Exchanges met in Tel Aviv. Dis- 
cussion centered on fair trade practices and the expansion 
of export markets. All members — Great Britain, the 
United States, Belgium, the Netherlands, France, South 

Total gem diamond imports into the United States in Africa, Italy, Austria, and Israel—took part. 
dollar value, for the years 1946 to 1956 are as follows: 

1946 .... $166,637,049 

1947 .... 96,061,131 CANADIAN IMPORTS (Including Industrial Diamonds) 

1948 .... 100,645,415 During 1956 Canadian imports of unset diamonds 

ae 69,727,517 amounted to 62.836 carats valued at $8,920,940. Cor- 

1950 .... 102,186,741 responding figures for 1955 were 59,286 carats and $9,- 

1951 .... 110,169,603 227,293. 

1952 .... 103,864,264’ 

1953 .... 107,572,864’ 

[S04 .... 28,1821 1T BELGIUM 

1955 .... 161,632,201°° 

1956 .... 162,040,040° Belgium remains the world’s principal diamond-cutting 

center, with about 12,000 cutters employed in 1956. There 

| Masteed Geure. were on the average about 2,000 cutters unemployed. 

Due to changes in tabulating procedures by the Bureau of the There were no strikes and no wage changes during the 
Census data known not to be comparable to years prior to 1954. year. 


UNITED STATES IMPORTS (Exclusive of Industria! 
Diamonds) 


Belgian imports of cuttable rough diamonds showed 
an increase for the third straight year. Figures for 1956 
are given below, with corresponding figures for the two 


A breakdown of 1956 imports into rough or uncut, and . 
previous years: 


cut but unset, is given below. 





Rough or Uncut Cut but Unset Belgian Imports of Cuttable Diamonds 1954-56 
Year Carats 
Value ; 4,127,482 
per 55 3,731,698 


Value Carat 5. ? 561,012 


438.546 $51,671,643 $117.83 Details of 1956 Belgian imports of cuttable rough dia- 
444.362 50,571,535 113.81 monds follow: 

594,772 62,758,349 105.52 
707,859 74,833,550 105.72 


ne yoo as Belgian Imports of Cuttable Rough Diamonds, 1956 
93,142 75,795. 826 109.35 
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Per Francs Per (Belgian 


Origin Carats Cent Millions Cent Francs) 
in tabulating procedures by the bureau of the Censu 





to be comparable to ar - . GF ; ‘ne . . eae 
é Omparabie tlt years prior to 1954. Diamond Trading Co. 2? OR7,256 

Liberia . aes 806,614 

United States ....... 529,049 1: 546.6 ] 655 


DIAMOND CUTTING United Kingdom .... 113,073 246.3 596 
France... eye 153,609 3.7 I L §R2 
Netherlands es 58,302 2 312 
The International Diamond Manufacturers Association “ference oe nee rege ) 12.0 1.0 aan 
met in Paris in July 1956, with representatives from all cities aie ry : ve 
of the diamond centers of the world present. They dis- 
cussed the matter of stabilizing the labor situation, par- 
ticularly people working in some of the European countries 
in rural areas without receiving any benefits, in a so- 
cailed black market area. Also discussed were the 40-hour 
week and general labor conditions. The foregoing had 
particular reference to Belgium and Germany. The matter (Please turn to page 145) 
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Banque Diamantaire Anversoise, Antwerp. 
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Genuine 
Natural Pearls 


Strung on dainty 
14K gold chains. 


C 15—$47.50 


Se C 19—$50 7 oo 


C 25—$65 


C 45—$100 


C 65—-$175 


C 85—$250 


Nationally Advertised 


Watch her happiness grow as you give additional pearls 
ee on each memorable date... 


Every birthday, graduation...every day of celebration 
means a new link in the chain of love between you. 
Continue to give these genuine natural Anniversary 
Pearls—each a bright, lustrous gem from the depths 
of the sea...each the very same quality prized by 
royalty for centuries! You need never again be 
concerned about choosing a gift for the prin- 

cess of your heart. 


Each lovely necklace individually packaged 
in handsome gift box. 


ALL PRICES KEYSTONE 


{Vv AILABLE THROUGH WHOLESALERS eS Lee we his 


Or write to: Anniversary Pearl Co., 48 West 48th Street, New York 36, N. Y. 








How Milwaukee jewelers 


Fight DISCOUNT HOUSES 


45 of them pool funds 


to educate the public 


against fake bargains 


This is the badge that attests their 


membership in the Jewelers’ Guild 


° “COMPARE BEFORE YOU BUY—not after!” “Bar- 
gain rings are risky things!’ “‘Watch out!” 

These are among the stoppers in the Milwaukee 
jewelers’ 1956-1957 cooperative campaign which is 
designed to keep their customers from going to 
discount houses. The half-page insertions ran 
about every third week the year round in the Mil- 
waukee Journal, and the jewelers liked them so 
well they lost no time signing up for another 
year of them. 

All of the ads are pitched to the buy-from-your- 
jeweler theme, and list the names and addresses 
of the 45 to 50 participating stores. The jewelers 
believe they are a powerful answer to the discount 
threat and that the cost is moderate. They pay 
$100 per year per store and $25 additional for 
each branch store. Ten wholesale jewelers also 
help finance the campaign, paying from $50 to 
$150 per year depending on their relative size in 


the industry. 

The copy, prepared by the Journal’s advertising 
department in cooperation with seven of the re- 
tailers, minces no words. It hammers home the 
warnings. Here are some examples: 

“When you buy jewelry from your jeweler you 
are protected against disappointment in many 
ways! If you are influenced to buy elsewhere, 
remember: Regardless of how great the discount 
or how deep the price cut, your purchase is NOT 
A BARGAIN ... IF the price was raised or the 
price ticket switched to allow for the discount! 
... IF the item is out of date, an unpopular model, 
or has been used and exchanged ...IF you can 
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get better quality for less money through a regu- 
lar retail store.” 

“If you are tempted to buy through other 
sources because of great discounts or price cuts 
STOP AND THINK! YOU MUST COMPARE 
QUALITY AS WELL AS PRICE and only a pro- 
fessional jeweler can advise you and assure you 
utmost SATISFACTION as to QUALITY, PRICE 
AND SERVICE!” 

“Frequently young folks in love are gullible and 
buy through sources that are questionable 
lured by the “BARGAIN” approach. That can lead 
to heartache and disillusionment. DON’T LET IT 
HAPPEN TO YOU!” 

“When you buy a watch at your jeweler’s he 
personally guarantees its accuracy and integrity, 
stands ready to service it so that it will always 
render the accuracy it is capable of. The models 
he will show you bear honored names, and he adds 
his own guarantee of satisfaction to that of the 
maker.” 

Pledges are obtained from the jewelers during 
July and August. Each subscriber is furnished 
with a window decal attesting his membership in 
the Milwaukee District Jewelers’ Guild. 

Ray Emmerick, chairman of the advertising 
committee, says, “Every jeweler I come in contact 
with is pleased with our campaign. They like the 
indirect approach made in the ads, warning the 
public against inferior merchandise. Also they 
prefer ads which do not use pictures of Jewelry 
but convey an institutional message which promi- 


nently mentions the word ‘jewelry.’ ” 
(Please turn to page 140) 
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STRIKING 


The beauty of this magnificently original jewelry has the 
impact of a lightning bolt. 


These creations in diamonds, precious stones and platinum, 
guarantee you a share of the ever expanding 


market for better jewelry. 


NU CSrsteleteltitin mia (caslelemele request. 


M. CHALOM & SON, inc. 


608 5th Ave., New York 20, N. Y., Circle 5-6733 


Over 40 years of service as a major source for fine quality jewelry at reasonable prices. 











WE CAN'T FEEL SORRY 
FOR MR. M... . 


Today is his wife's birthday 


MILWAUKEE JEWELERS (from page 138) 
as and he has had a SHOCK! 


The gentieman at the right doesn’t have 
a hangover... he has been “‘taken.’’ He was 
becuiled into buying a “bargain” ring from 
an unreliable source and now he regrets his 
folly. ' 
| COMPARE 
BEFORE YOU BUY 
_.. NOT AFTER! 


His woebegone face appears at the top of 
one of the half-page ads run by the cooperat- 
ine Milwaukee jewelers in the local Journal. 

Forty-five stores banded together to teach a 
the public that the professional jeweler may arearanenne 
be trusted to give honest value and expert atone 
service. The participating jewelers didn’t 
shy away from the “negative approach,” 
and some of the ads, as you see, are down- 
right startling. They promote a wide vari- 
ety of merchandise but they don’t picture 
the items. They stick to the “institutional” 

—and all are pitched to the theme: “Be wise 
—buy from your jeweler!” 
They re doing a great job. a om 
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etal ture seepage. 3. Check for dry ail. 4. Check for cracked crystal and ; 
dragging hands. 5. Timing accurately checked and adjustments Wauwatesa 
properly made. A good many customers find watch inspection time e Peter's ‘onan 
s also watch “dressing up” time. You may be interested in looking 


over Your Jeweler's handsome new styles in watch bends! 
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only IMPERIAL 


THE FOREMOST NAME IN CULTURED PEARLS 


offers you all these advantages 


Because Imperial is Nationally Advertised 


Imperial is undoubtedly the foremost name in cultured pearl jewelry. It is 
one of the most advertised and publicized names in the jewelry industry. 
Your customers know Imperial . . . the world's most wanted cultured pearls. 


Because Imperial is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins coveted honors 
and awards tor fashion leadership. It is the result of Imperial's exclusive 
staff of designers—headed by the renowned Mademoiselle Bloch. 


Because Imperial offers the most complete stocks 
in all price ranges 


Only Imperial offers necklaces, rings, pins, bracelets, earrings, clasps, 
charms, and pendants, in gold-filled, gold, and platinum . . . with cultured 
pearls and also augmented with precious stones. The most complete 
line of cultured pearl and diamond jewelry of all types. 


Because Imperial Sells Direct to You 


Imperial Cultured Pearls are from the leading farms in the Orient... 
Imperial designs and creates their own jewelry and only sells direct to 
you—the retailer. That is why, with Imperial you know you pay the 
right price for your merchandise and you are the one who makes the 


long profit. 


Because Imperial gives you a complete selling plan 


In addition to advertising mats, store displays, and other sales aids, 
Imperial has developed numerous proven special promotions. These selling 
plans can be tailored to any size operation and assure year ‘round volume 
cultured pearl sales. 


IMPERIAL PEARL SYNDICATE, inc. 


World's Largest Importers of the World's Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
697 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 S. Hill St. 2, 3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Nesemann Jewelry, Sheboygan Falls, Wiscon- 
sin, is a 100% Keepsake Diamond Ring 
Jeweler. His store was recently rebuilt with all 
new fixtures and store front. The outer sign is 
backed by California Redwood. The beautiful 
interior is tri-level with the diamond room on 


the left hand side of the store. 


Attractive diamond room featuring Keepsake 
Diamond Rings has proven to be an outstand- 
ing success for Nesemann Jewelry. Notice the 
various sales-aids used: colorful display cards, 
guarantee plaque, neon sign, also Bride's 


Keepsake Book and etiquette booklet dis- 


played in shadowbox on wall. 


JEWEL ERS 


IR 


LULAR-KEYSTONE 


OCTOBER 


1957 









Wisconsin Jewelers Diamond Business 


Only Keepsake Jewelers Enjoy This Powerful Selling Support 
















NATIONAL ADVERTISING POWERFUL MERCHANDISING 
Biggest campaign for diamond rings—big-space Complete program of outstanding dealer sales aids 
ads in Life, Look, Seventeen, Good Housekeeping, —newspaper mats, colorful motion window displays, 


neon sign, display cards, point-of-sale aids, radio and 
TV spots, full-color movie playlets and consumer 
literature. 


PERFECT QUALITY 


A powerful sales point for all Keepsake Jewelers— 
perfect center engagement diamond guaranteed in 
yellow-pages of telephone books—featured promi- writing by Keepsake Certificate (or replacement 
nently in all Keepsake magazine ads. assured)—wins confidence and sales! 


PROVEN SALEABILITY 


Long established customer preference built by 
national advertising, perfect quality, smart styling 
and customer benefits like insurance against loss, 
trade-in privilege and Good Housekeeping Seal— 
America’s largest selling diamond rings! 


Glamour, Mademoiselle, Charm, True, Argosy, Photo- 
play, Modern Screen, Bride’s and Modern Bride. 


“YELLOW-PAGES” ADVERTISING 


Sponsored by Keepsake on a cooperative basis—to 
identify ol! outhorized dealers via listings in the 







* » 






ue ™ 


At oDSak 


GENUINE REGISTEREO 


MOND RIN 









ites ia ee 






Section of Nesemann Jewelry’s store window shows eye-catching Keepsake Mirror Motion Display, neon sign, guarantee 
plaque and a fine selection of Keepsake Diamond Ring sets. 










A. H. POND CO., INC. 
120 E. WASHINGTON ST. 
SYRACUSE 2, N. Y. 







Rings enlarged to show details 
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A JC-K aid to selling 


by 
JACK 
HARRITON 


Ribbons and 
Sprays vary 
the effect of 
the circle 
theme in these 
scatte y-pin 


COMCE ptions, 


The first visible evidence of the birth of any piece of which can be cut out and assembled in a folder. This 
custom-made jewelry is the sketch, which serves to define collection of material should be kept handy for consulta- 
the wishes and needs of the prospective purchaser and the tions with any special order prospect. With these, the 
recipient. To assist in the development of such sketches jeweler can quickly determine the kind of piece and 

and business—JC-K presents each month, these plates, the type of design which will appeal to the customer. 
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The sales of diamonds (as regards establishments em- 
ploying 10 or more persons) reached the following 
amounts: 

Total 

Year Domestic Foreign Turnover 

(millions of guilders) 





1956 eer. | 36.5 45.6 





ISRAEL 


During 1956, Israel’s eminence in the diamond world 
was demonstrated when the World Federation of Dia- 
mond Bourses held its Ninth Congress there, in Tel Aviv 
in October. In the world diamond and cutting industry, 
Israel today occupies a place just about commensurate 
with that of the Netherlands, though behind Belgium. 

[Israel’s diamond industry continued to expand in 1956. 
The number of diamond polishing plants rose by 24, from 
108 in 1955 to 132 in 1956. Tel Aviv and Natanya re- 
mained the most important centers. The number of 
workers employed in the industry rose from 2,380 to 
2,690 during the year. The average wage was between IL. 
(Israeli pounds) 250 to 300 per month, though about 25 
per cent of the workers earned more than that ($1— 
IL. 1.8). 

The new plants which were set up during 1956 were 
located principaliy in a number of development areas. 
Israel is presently concentrating on a large-scale re- 
distribution of population, and development of parts of 
the country which are sparsely, or not at all, settled. 
The population program has initiated a series of so- 
called development areas, with a regional, urban center 
providing industrial employment and necessary services 


for a group of settlements, principally agricultural vil- 
lages, lying around the centers. Diamonds are eminently 
suitable for these development areas, because transport 
costs are negligible in calculating costs. 

Following this trend, new diamond cutting and polishing 
plants have been established in the most underpopulated 
and underdeveloped sections, the Negev (in the south) 
and Galilee (in the north). New plants erected in 1956 
are at Beersheba, Ofakim, Safad, Kfar Yeruham, Kiryat 
Shmoneh, Migdal Ashkelon, Tiberias, and Eilat. During 
the year, moreover, several training schools for appren- 
tices in diamond cutting were set up. 

Cut and polished diamonds produced in Israel are ex- 
ported almost entirely. The 1956 export figure was $24,- 
512,957, almost a $4,000,000 increase from the 1955 export 
figure of $20,616,028. The total number of carats ex- 
ported rose from 230,698 in 1955 to 262,347 in 1956, an 
increase of 13.7 per cent. 

By far the principal destination of Israel diamond ex- 
ports is the United States. Detailed figures for diamond 
exports, including comparison with 1955 figures, are as 
follows (listing only main countries of export): 





COUNTRY 


United States 3 5.3 13.333 ,303 
Belgium 2. 795 , 6 1,385,288 
isia, Far East i ) 9 906.515 
“witzerland 525 > 6 1. 573,881 
Canada 1,144,309 
France ! 457.666 
Great Britain 1: 656,692 
Holland 51,722 372,993 
| iT de : 


lland 170.810 














Originally established 1866 


Kahn-Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone: ClIrcle 6-4313 
32/34 Holborn Viaduct, London 
Cable Address: “Redlace” New York 











JEWELERS' CIRCULAR-KEYSTONE, OCTOBER 1957 








Like other major diamond-cutting countries, Israel is 
a client of the Diamond Trading Company. The Com- 
pany in 1956 reduced its allocation of stones to Israel 
by about 40 per cent, from about $7,840,000 in 1955 to 
about $4,880,000 in 1956. 

The diamond industry of Israel was therefore forced 
to depend upon two other sources. First, enterprises in 
the United States and other countries send their own 
uncut diamonds to Israel and pay for the polishing when 
they receive the cut stones. Second, Israel diamond cut- 
ters finance imports by obtaining foreign currency credits 
from foreign banks for buying raw diamonds and pay 
when the polished diamonds are sold. In 1956, syndicate 
diamonds amounted to 140,148 carats of uncut stones, and 
other sources (including cutting on consignment) to 486,- 
942 carats. It should be pointed out that the average 
price of diamonds obtained from the London syndicate 
was $34.80 a carat, as opposed to $30.93 a carat for dia- 
monds from other sources. However, these figures do 
not take into account the higher quality of syndicate dia 
monds. 

In the past, Israel diamond cutting has cut and ex- 
ported mainly brilliants, though melees, baguettes, and 
marquises were also cut. In future, the industry intends 
to increase its work in the smaller stones. This is be- 
cause international diamond traders have commented 
favorably on fine Israeli workmanship in full-cut small 
stones. Moreover, the added value (export price as con- 
trasted with the price of uncut imports) is much higher 
than for medium-sized brilliants. 


GERMANY 


The German diamond cutting industry has grown 
tremendously in the past few years, and is now second 
in size to Belgium. No accurate figures are available, 
but it is believed that nearly 7000 workers are now em- 
ployed in the industry. It is stated that they work 
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longer hours than workers in other countries, and that 
wages are as low as £9 per week for skilled cutters. 
This has caused serious competition to other cutting cen- 
ters, especially those polishing small sizes. 

The German diamond cutting industry is located prin- 
cipally in Idar-Oberstein, with two smaller cutting centers 
in Hanau/ Main and Pfalz. 


SOUTH AFRICA 


Conditions in the South African diamond cutting in- 
dustry continued to be difficult in 1956 owing to the 
shortage of rough. Many workers were forced to leave 
the trade or to work short hours for part of each month. 
According to Mr. David Marais, chairman of the Master 
Diamond Cutters Association, about 100 diamond cutters 
left the industry in 1956, leaving about 600. 

During the year an advisory board was appointed to 
advise the Government on all matters pertaining to the 
diamond industry. 


UNITED STATES 


The diamond cutting industry in the United States is 
centered in New York City, where it is reported that 
from 1000 to 2000 cutters are at work. Much of the work 
is done by independent contractors and there are only a 
few large shops. 

Late in 1955 the Diamond Manufacturers and Importers 
Association of America sponsored a meeting of firms em- 
ploying labor and contractors to discuss labor conditions. 
A committee of contractors was formed to draw up agree- 
ments to be presented to the Amalgamated Jewelry Dia- 
mond and Watchmakers Union, which union wishes to 
organize labor in the diamond-cutting industry. 

During the year the U. S. Tariff Commission and Com- 
mittee for Reciprocity Information published a notice of 
intention to negotiate for possible tariff concessions, in- 
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cluding diamonds cut but not set for use in the manu- 1955. Most of the 
facture of Jewelry. The Diamond Manufacturers and Im- Congo and 


porters Association filed a brief with the Commission 
setting forth arguments in support of the existing 10 
per cent duty on cut diamonds. The Association argued 


that a reduction would destroy the diamond cutting indus- WORLD 


try in the United States. 


South West A frica. 


PRODUCTION OF DIAMON] 


CARATS (In ling Ind 





OTHER DIAMOND CUTTING CENTERS 


In addition to the diamond cutting centers just dis- 
cussed, there are shops for cutting diamonds in manvy 
other countries. | 

Most important of these are France, England and 
India where in each country 500 workers are emploved. 
In France the principal diamond cutting center is in St. 
Cloud. In England the industry is centralized in London, 
and cutting is mostly of larger sizes, from one quarter 
carat or larger. In India the center of the industry is in 
Navsari, Surat, and Bombay. 

Other smaller diamond cutting centers are located in 
many other countries, such as Spain, Hungary, Italy, 
Czechoslovakia, Portugal, Austria, Canada, Puerto Rico, 
Mexico, Cuba, Venezuela, Brazil, Australia, Indonesia, and 
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others. 
WORLD PRODUCTION 


Accurate figures regarding diamond production are not 
available for all countries. In the following table show- 
ing world diamond production, figures received from 
official sources are given in most instances. Official ficures 
from some countries, especially Brazil and Sierra Leone, 
are meaningless either because exports are not made 
through official channels, or because considerable illicit 


mining is carried on. SOUTH 


Total world production during 1956 was once again 
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AF RICA—GENERAL 


the highest on record. It amounted to approximately 23,- In 1956 production in the Union of South Afri 
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00.000 carats. about 1,600,000 carats more than in 2.535.000 carats a decrease of 52.000 carats from 
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increased production came from Belgian 
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DE BEERS GROUP OF MINES 


Four pipe mines were operated during 1956 by De 
Beers Consolidated Mines, Ltd., or by subsidiary com- 
panies. These were the Bultfontein, Dutoitspan, and 
Jagersfontein mines, all near Kimberley, and the Premier 
mine, near Pretoria. The Wesselton mine, which operated 
In 1955 through June 3, was placed on a maintenance 
basis on that date in order to resume production at 
Dutoitspan mine, 

At the Bultfontein mine the average cost per load 
washed was 6/11.9 d, slightly higher than the 1955 figure 
of 6/7.8 d. Controlled loading, to minimize shale dilu- 
tion, was practised with some success. Production from 
the block cave area was 306,317 loads, or 15.6 per cent 
of the total loads hoisted. Altogether some 700,000 loads 
have been drawn from the section under cave. 

At the Dutoitspan mine the average cost per load 
washed 1956 was 7/8.6 d, compared to 8/0.1 d in 1955. 
Chambering and loading on the west side of the min 
has been stopped, and this section of the mine is being 
prepared for block caving. At the end of the year one- 





ifth of the block cave area on the 1350-foot level wes 
nad been undercut. Preparations are being made to ex 
tend this work to the 1895-foot level on the east side of 
the mine. 

At the Jagersfontein mine the overall work 
amounted to 8/5.4 d per load washed, compared with 
7/1.8 d for 1955. Every effort was made to maintain a 
satisfactory grade by reducing the mining limits and in- 
creasing production from the center of the mine. The 
loads mined per shift were decreased from 6009 to 5500 
towards the end the year. The production from the ex- 
perimental cave section was satisfactory throughout the 
year, and conversion of the entire mine to this system is 
expected by 1960. Sampling was carried out at the 2230 


foot level. 


PREMIER MINE 


The Premier mine, located near Pretoria, is the largest 
of the pipe mines. Production from this mine is about &0 
per cent high grade rene fe stones. 

Production in 1956 was 1,406,212 carats, an increase of 
35 per cent over that in 1 55. A summary of operations at 


the Premier mine during 1956, compared with 195», 
follows: 


—_— 


1956 1955 
Loads treated 5.371.742 4,901,075 
Diamonds recovered (carats) 1.406.212 1,363,305 
Average yield (carats per 
100 loads) 26.2 27. 


Working expenditures during 1956 amounted to £1,494,- 
136, compared with £1,384,067 in 1955. In 1956 the cost 
per load treated was 5/5.6 d, and the cost per carat re- 
covered 20/10.5 d. Corresponding figures for 1955 were 
5/7.8 d per load and 20/3.7 d per carat. The grade for 
1956 was 1.6 carats per 100 loads lower than in 1955, and 
3.6 carats per 100 loads lower than in 1954. 


| PRIN TPR 


ship . 





Jewelers, 2 Garden Street, Newark 5, N. J 


CHURCH & COMPANY : cturing 


Pr git the word for this 14K yellow 
gold ring set with a large and 
lovely amethyst. Beautiful in 
design, in color, in workman- 
. a typical CHURCH & 
COMPANY value. 














STATE MINES OF NAMAQUALAND 


The state-owned-and-operated alluvial diamond mines 


in Namaqualand are located just south of the mouth of 


the Orange River, in the vicinity of Alexander Bay. Pro 
duction is maintained by the Government at about 100,000 
carats annually. Production figures for 1956 have not been 
released, but is estimated to have been about this amount. 
Most of the diamonds produced are of gem quality. 


SOUTH WEST AFRICA 


The alluvial diamond deposits of South West Africa are 
a northern extension of those of Namaqualand. The dia- 
mond mining rights to most of the area are held by 
Consolidated Diamond Mines of South West Africa, Ltd.., 
under a concession extending to 1991. 

Production by Consolidated Diamond Mines of South 
Africa, Ltd., in 1956 showed an increase of 172,777 carats 
over that of 1955. Production during the year was more 
than double the 1951 level. Steadily increased production 
from the area for the past several years was designed to 
help alleviate the shortage of gem diamonds. 

Of the total 1956 production 10,213 carats were re- 
covered in prospecting. Monthly production averaged 8&0,- 
832 carats, as against 66,434 carats in 1955. The average 
mining grade was 0.38 carats per cubic meter, compared 
with 0.37 carats in 1955. The average size of diamonds 
recovered was 1.01 carats, compared with 1.07 carats per 
stone in 1955. 

A concession to prospect and work diamond deposits 
between high-water mark and a distance of a half mile out 
to sea on the coast of South West Africa was granted to 
a newly formed company, Suidwes-Afrikaanse Pros- 
pekteerders (Eiendoms) Beperk, (South West Africa Pros- 
pectors (Pty.) Ltd.). The concession was granted after it 
was established that the adjoining Consolidated Diamond 
Mines of South West Africa concession was only to the 
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high-water mark along 160 miles of coast. The 80-square 
mile area stretches from the mouth of the Orange River 
to Dias Point at Luderitz. The majority of the new com- 
pany’s shares must be placed at the disposal of inhabitants 
of South West Africa. The South African Government 
may demand that the company spend at least £5000 pe 
year on prospecting or mining. 


BELGIAN CONGO 


The two principal diamond deposits in the Belgian 
Congo are the Kasai field, and an extension of the Angola 
deposits, and the Bakwanga deposits, which lie along the 
Bushimaie River in Kasai Province. 

Slightly more than 95 per cent of the Belgian Congo 
production comes from the Bakwanga deposits, which are 
estimated to be about 98 per cent industrial quality, mostly 
crushing bort. Production from the Kasai field is about 45 
per cent industrial, while overall production from the 
Belgian Congo averages about 95 per cent industrial 
quality. 

Belgian Congo production for the past eight years 
follows: 


Year (‘arats 

1449 4 649 8965 
L950 10,147,471 
195] 10,564,667 
1952 | 11,608,763 
1953 12 580.256 
1954 12,619,378 
1955. 3,041,487 
1956 14,010,461 


SIERRA LEONE 


Most Sierra Leone diamond production comes from the 
Kono district, from gravels lying in the Bafi-Sewa River 


drainage system. Most stones are small, averaging 2 to 5 
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per carat. About 68 per cent of the total production is 
industrial quality. 

sme ae ee — 
stamens — Senn saleeiegs te Sits Leone was done 

sively by § a L selection Trust, Limited, a 
subsidiary of Consolidated African Selection Trust, 
Limited. Under this arrangement a great deal of illicit 
mining was done. The present arrangement is similar to 
that used in Ghana. The company has exclusive diamond- 
mining rights to 450 square miles, while other areas are 
mined by licensed African diggers. 

Production by Sierra Leone Selection Trust. Limited 
during 1956 amounted to 427.197 carats, of which an esti- 
mated 34 per cent was gem and 66 per cent industrial 
quality. All production was from the Kono area. The com- 
pany commenced construction of a new plant at Tongo 
In the Panguma area. The new plant will cost £500,000 and 
is expected to be in operation in late 1957. 

By June 1956, according to the Sierra Leone Minister 
of Mines, Lands, and Labour, more than 1500 diamond 
mining licenses had been approved, and that up to the 
middle of March 112 applications for dealers’ licenses 
had been approved. 

An official estimate of the value of diamonds smuggled 
out of Sierra Leone was given to the Legislative Assembly 
by the Financial Secretary (according to the Diamond 
News, November 1956), who put the figure at about 
£7,000,000. The figure was arrived at by taking the ap- 
parent excess of Sierra Leone imports over exports, pre- 
sumably paid for by smuggled diamonds. 


LIBERIA 


Liberia is a small producer of diamonds, but produc- 
tion statistics from that country are not reliable because 
a large part of what is stated to be Liberian production 
was very probably mined in Sierra Leone and smuggled 
into Liberia. In 1954 (according to Diamond News, 
August, 1956) it was stated that Liberia had produced 
for export 65,855 carats, consisting of 22,219 carats of 
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gems stones and 43,636 carats of industrials 


BRAZIL 


No reliable production figures are available tor Brazil 
since only a small proportion of the annual productior 
of rough diamonds leaves the country through legal 
channels. 

Annual diamond production in Brazil is believed to be 
approximately 200,000 carats. The most important pro 
ducing areas are Minas Geraes, Bohia, and Matto Grosso 
Mining is carried out on a small scale, by individuals or 
small groups. 


BRITISH GUIANA 


Diamonds in British Guiana occur in gravels of rivers 
and streams principally the Mazaruni, Puruni, Potaro, 
Cuyuni, and Berbice rivers and their tributaries. 

Diamond production depends solely on small-scale op- 
erators. During 1956 high water conditions adversely af- 
fected production, which amounted to 29,816 carats, about 
4000 carats less than the previous year 


VENEZUELA 


The diamond deposits of Venezuela are alluvial in 
nature, and situated primarily in the State of Bolivar, 
particularly in the area known as the Gran Sabana. 

Production in 1956 amounted to 93,834 carats, or about 
17,000 carats less than in 1955. A summary of produc- 
tion for the past five years follows: 


Year Carats 
0 a | 98,281 
ES ah dl tis oye mak 84,790 
0 ae ycdk on 96,983 
1955 . ee ee : 141,147 


TA Ge a waren wreens 93,834 
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OTHER COUNTRIES 


Other countries where diamonds are found in small 
quantities include Australia, Indonesia, India, Southern 
Rhodesia, the U. S. S. R., and the United States. 

Probably the most imnvortant of the other diamond min- 
ing countries is India, where the mines active today are 
at Panna in Vindhya Pradesh. Diamonds are found at 
Panna in alluvial deposits and in a voleanic pipe. The 
richest deposit in the Panna area is the Mujgawan kim- 
berlite pipe. Diamond production from this area has 
been about 2000 carats a year for the past several years. 
Figures for 1955 and 1956 are not available, but produc- 
tion was probably about 2000 carats each year. The 
Indian Government announced during the year a decision 
to nationalize the diamond industry, which would increase 
the value of production from £45,000 to £245,000 per year. 

Diamonds have been recovered for more than 100 years 
in Indonesian Borneo. Some diamonds are still produced 
here, principally from the region of Martapura. Current 
reports suggest a monthly production valued at £400,000, 
but this is unsubstantiated, and no reliable production 
figures are available. 

Australian production comes mostly from the Mac- 
quarie River, New South Wales. Complete production 
figures for 1956 are not available, but according to the 
Australian Bureau of Mineral Resources the production 
of industrial diamonds during the period January-Septem- 
ber amounted to 344 carats. Total production in 1955 
was approximately 1000 carats. Production for 1956 is 
estimated to have been about this same amount, mostly 
of industrial quality. 

The discovery of diamond deposits in the Yakutsk 
autonomous republic in Northern Siberia was announced 
by Russia in 1955. During 1956 additional information 
was released about these deposits, which are now claimed 
to be of major importance and similar to the South Afri- 
can deposits. Regarding the deposits, Mr. P. Y. Antro- 
pov, Soviet Minister of Geology and the Protection of 











Underground Resources, said the discovery “is comparable 
with the famous South African deposits which until now 
have maintained a world monopoly. These diamonds will 
be used industrially as well as for providing the Soviet 
Union with foreign currency.” 

The reports issued by the Soviets on the Yakutsk dia 
mond deposits are being received with considerable re 
serve by principals in the industry. 

Elsewhere, diamonds were revorted to have been found 
near Mokhotlong, in Basutoland, South Africa, and on 
the lower reaches of the Yellow River, in the Shangtung 
Province, China. 


ANGLO AMERICAN CORPORATION 


The Anglo American Corporation of South Africa, 
Limited, is a finance and holding company with substan- 
tial interests in the diamond industry. The Corporation 
undertakes managerial, technical and secretarial services 
on behalf of mining, investment, and industrial com 
panies. Of the large number of companies in which Anglo 
American has an interest, the following pertain to the 
diamond industry. Anglo American Investment Trust, 
Limited; The Consolidated Diamond Mines of South 
West Africa, Limited: De Beers Consolidated Mine 
Limited: The New Jagersfontein Mining and Explora- 
tion Company, Limited, and Premier (Transvaal) Dla- 
mond Mining Company, Limited. 


ANGLO AMERICAN INVESTMENT TRUST 


Anglo American Investment Trust, Limited, is the 
medium through which the Anglo American Corporation 
maintains its interest in the diamond industry. 

Anglo American Investment Trust, Limited, was or- 
ganized in 1936, at which time the principal holding was 
in deferred shares of De Beers Consolidated Mines, 
Limited. 
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THE DIAMOND CORPORATION, LIMITED 


The Diamond Corporation, Limited, acts as a link be- 
tween South African and other producers. The Corpora- 
tion enters into contracts to purchase production from 
producers outside the Union of South Africa and South 
West Africa. The amount vurchased is related to volume 
of trade, with a guarantee to each producer that their 
sales in each year will not fall below an agreed minimum. 

The Diamond Corporation has contracts effective until 
December 31, 1960 with all important diamond producers 
operating outside the Union of South Africa for the pur- 
chase of their production. These contracts are intended 
to help stabilize the diamond trade. As a further measure 
in this direction the Corporation on December 31, 1956 
earmarked £15,000,000 of its unappropriated profits, to be 
added to £5,000,000 previously held in reserve by the Cor- 
poration against its contractual obligations. 

During 1955 the Sierra Leone Selection Trust, Limited, 
came to an agreement with the Government of Sierra 
Leone, whereby it gave up its exclusive rights over all but 
450 square miles of territory. At the same time was 
formed the Diamond Corporation (Sierra Leone), Limited, 


a wholly-owned subsidiary of the Diamond Corporation, 
Limited. The new corporation entered into a five year 


agreement with the Sierra Leone government to acquire 
all diamonds emanating from licensed diggings in Sierra 
Leone, and sell these diamonds to the Diamond Corpora- 
tion, Limited. The Diamond Corvoration (Sierra Leone), 
Limited, has now completed its first year of trading, re- 
portedly a successful year in spite of the prevalence of 
illicit diamond traffic in Sierra Leone. 

The investments held by the Diamond Corporation were 
virtually unchanged during the year, except for, the ac- 
quisition of an additional 200,000 shares of De Beers In- 
vestment Trust, Limited. 





The Diamond Corporation had a satisfactory trading 
year, and paid a cash dividend of 10 per cent to share- 
holders. 
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The complete, unabridged JC-K report is avail- 
able in booklet form and may be obtained at $1.00 
per copy by writing Jewelers’ Circular-Keystone, 
56th & Chestnut Sts., Philadelphia 39, Pa. 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design .. . 


Via Kebin ALE 


Formerly Robinson & Sverdlik 


O10 FIFTH AVENUE, Rockefeller Center 


New York VAL New York 





Over 35 Years of Service to Leading Jewelers 
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GOOD SPEAKER (continued from page 122) 
lecturing is selecting the audience. 

“IT address woman’s clubs, school classes, 
church groups, and sometimes even engineer’s 
clubs. I lecture to people who will benefit my 
business, the type customer I cater to at the store. 
Otherwise, I’d merely be wasting my time. Sur- 
prisingly enough to me, I find that lecturing to 
school children is a good idea. Youngsters have 
tremendous influence on their parents.” 


WE ASKED HER ABOUT FEES. “I charge $25 in- 
cluding all expenses within a radius of 10 or 15 
miles from Philadelphia,” she said. “If I go 
turther I charge more, because it takes more 
time, and the results of my advertising may not 
be as good.” She smiled. “Charging a fee serves 
a good purpose. The groups usually give you 
more time, as they want more for their money. 
They take the lectures more seriously, too. Some- 
one once told me that this is the only way to adver- 
tise and get paid for it.” 

A few practical suggestions that Miss Cooper 
has found helpful are: 

“T accept no more than one reservation a week, 
and never go out lecturing during busy periods 
at the store. I often supply my own lighting, 
because the places I visit have only indirect light- 


ing, and the exhibits can’t be seen well and 
enjoyed. I try to get a fairly large table to assure 
safety for my exhibits. And that way more 
people can see the display at one time.” 

“Speaking of safety,’”’ we asked her, “you carry 
a lot of expensive merchandise around. What 
precautions do you take?” 

“T usually bring an assistant with me. I try 
to encourage all the publicity possible within the 
groups themselves, but I caution them against 
mentioning the exhibits in the newspapers. I 
also ask them to notify the police about the value 
of the items I’m carrying. I remember once in 
New Jersey the police escorted me all the way 
to the bridge. It was fun.” 

Another suggestion she had was to have mem- 
bers of the group wear gems or bring silver to 
tie in with the talk she is giving. This produces 
personal contact with members of her audience. 

As in all activities, lecturing has its set of 
rules. Miss Cooper mentioned a few she follows. 


‘“‘T PREPARE SEVERAL TALKS so that I can return 
to the same groups with different subjects,” she 
told us. “I don’t try to combine my topics, each 
one is big enough in itself. Some of the lectures 
I give are: ‘Our Treasured Sterling Silver’; ‘The 
Antiquity of Jewelry’; ‘Story of Precious Gems’; 





Ladies’ Stainless Steel universal ends 





MORE PROFIT FOR YOU 


with | oe Expandro 


¢ Smooth, comfortable, no hair pulling 
¢ Rugged, dependable, satisfaction unconditionally guaranteed 


¢ Fair-trade protection—YOU WILL NEVER BE UNDERSOLD 


Men's Stainless Steel carved or straight ends —Retail $4.95 your profit $2.95 


INOVIAN (14k gold laminated on S Steel) —Retails from $7.95 F.T.I. 


CADMAN MANUFACTURING CO. 
2038 N. Telegraph Road 
Dearborn 7, Michigan 
U. S. & Can. Distributors for KIEFER Expandro watch bracelets 


Removable links 
snapped in or 
out in seconds. 


—Retail $2.95 your profit $1.60 
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‘The King of Gems, The Diamond’; ‘The Pearl’; 
and ‘Gems of the Bible.’ ” 

‘Are there any that you give more than others, 
by request or preference?” we asked. 

“The first three I mentioned are among the 
most popular. Usually / select the topic for the 
lecture, but frequently a group will call and say, 
‘I hear you give lectures on such-and-such,’ and 
then I will speak on the topic they requested.” 

She follows some other rules. “I leave tags on 
the exhibits I take from the store, but I keep away 
from too much price discussion. Remember,” she 
said, “I’m lecturing to create an affection for my 
merchandise, not to make a sale on the spot. I 
don’t want to give the impression that I’m only 
out to sell jewelry. That’s why I shy away from 
sales. However, if some people insist, then I 
either give my card or get their names and ad- 
dresses. I hold the item they want, and either 
they call for it or I send it.” 

Miss Cooper sparks her lectures with colored 
slides. She feels, however, that an actual exhibit 
is necessary with the slides to create desire for 
the items, and to make a lasting impression. ‘’ 
see and actually to handle jewelry and silver 
before and after the talk is desirable,” she said. 

“IT always distribute folders with my name, 
address and phone number,” she continued. “‘And 
I go out lecturing to have fun, that way I get 
better results. I put a personal touch in my 
lectures, and I don’t talk too long. Instead of 
leaving them with that tired-out feeling, and a 
sense of relief that it’s over, I try to leave them 
hungry for more.” 

And that’s just what she did to us. 


’ 
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“Carat” is derived from the seeds of the carob 
tree, which grows plentifully in most parts of 
the Near East. The fruit was used by the ancients 
for producing wine; the husks were fed to swine; 
and the seeds, called ‘‘keration,’’ came into com- 
mon use among jewelers for weighing their tiny 
bits of precious metals. 


Here’s how you rate as a diamond salesman 
(See page 117) 

If your score is 50 or less, perhaps you should 

not be selling diamonds. 

If your score is between 50 and 75, there is 

hope if you do something about it. 

If your score is between 75 and 90, you are 

good! 

If your score is between 90 and 100, your 

only problem is getting more customers into 

your store. Your diamond business should be 

excellent. 


WFLFERS CIRCULAR KEYSTON 


For the man in 
her life...a 
sparkling Linde 
Star Sapphire 
ring of 14K white 
gold flanked by 
two deep set dia- 
monds inarich 
he-man setting. 
From Skalet Mfg. 
Co., New York 


be sure you get 





genuine 


LINDE 
STARS 


Beautiful Linde Stars are man- 
Th ‘ ‘fi nt sy made in Union Carbide's Chicago 
e magni cen Syn- plant eut and polished for 
thetic sapphires and brilliance carefully graded 
rubies that for quality and distributed 
through Linde’s exclusive dis- 
tributors. AND because Union 
star inthe lovely and (arbide’s unsurpassed quality 
exclusive designs of Contro® assure the a 
s) metic rems . . as { 
these leading manu- LINDE Stars... . specify them on 
facturing jewelers your order be sure if 
appears on your invoice 
c You can count on these manu- 
star all-ways in your facturers, the nation’s foremost 


profit-picture manufacturing jewelers, who 
prefer LINDE Stars. 


NEW YORK CITY Murray Perkel & Co.. st. LOUIS, MO 
Inc 


Alsan Mfg. Co. Po Perkis Kinsley & Sons, Ine 
Beckerman & Lerner Samuel Platzer Co.. Inc 
Belenky Bros., Inc. Ss. & M. Jewelry Co OHIO 
J. L. Brandt Co. David Sarkin, Ine. Fratianne Mfg. Co. 
Coronet Jiry. Mfg. Co., William Schneider 1. B. Goodman Mfg. Co., 

Ine. Schuman & Donchi, Inc. Inc. 
Davidson & Sons Jiry. Seltzer Bros. Swirsky Bros., Ine. 

Skalet Mfg. Co.. Ine. The Victor Corp. 
E. S. Feinstein & Co. Untermeyer, Robbins & 
Flyer Brothers Co., Inc. PENNSYLVANIA 
kolnik, Ine. 
Harry & Ben Frackman, Ne a © & Sons, Inc. Byard F. Bregan 
G ee i tt Helm and Hahn Co 
,e@vertz . : 
; >? FF. 

H. Glaser Co. attr goer PROVIDENCE, R. }! 
Goldstein-Gerson Co. Pg ort yey A Dolen & Bullock Co.. 
Green & Co., Jirs., Inc. M- A- Bete cm 
Benjamin & we J. CHICAGO, ILL. 

Gross Co., Ine. 

’ d. Cain & Co., Inc. 

Harry Guise, Ine. Ed. Cale B. Ce-- neimer MEW JERSEY 
A. Hamburger Co., Inc. Louis Lang & Co. Acme Ring Mfg. Co., 
Irvring Co. Stein & Ellenbogen Co. ne. 
3. Jollofsky & Sens, Inc. Bond Diamond Co., Inc 
Kahn & Co. INDIANAPOLIS. IND. Church & Company 


Morris Kaplan and Sons G0odman and Company F. & F Felgen, 


ing Mfg. 
Charles Koppel Ring Co. MINNEAPOLIS.MINN — Ring mts 


a. ae oe Jiry. Co., Ine. Ostby and Anderson Jones & Woodland Co., 
Mercury Ring Corp. Ring Specialty Co. Inc. 


CHARLES F. WINSON 


WORLDWIDE DISTRIBUTORS 
S80 FIFTH AVENUE. NEW YORK 36+ COLUMBUS 5-2656 


*Linde is a registered trademark of Union Carbide Corp.—a synthetic gem 
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cash in on 
the corsage! 


® THEY’RE A NEW STUNT this year, you know—a 
new feature of Operation Cherub, 1957 .. . lovely 
corsage sprays, some in Christmas red and green, 
some in pink and white, gold and white or gold 
and silver, each packaged in a translucent Christ- 
mas box. 

They’ll help you catch your share of Christmas 
business—keep other industries from syphoning 
it away—sustain the jewelry store as gift head- 
quarters. They’ll really do a bang-up job for 
you—IF. 

And this is the same old IF that you encounter 
everywhere—I/F' you use them wisely. 

Here are a few suggested ways to use them— 
we believe they’re good ideas: 


1. Offer the corsage free as an inducement for 
early lay-away. 

2. Use it as a direct-mail piece to your regular 
customers, giving it as a holiday gift. Better still, 
send a card promising the bearer a corsage if 
she’ll visit the store. 

3. Use the corsage to enlarge your mailing list. 
Invite your accounts to send you the names and 
addresses of friends or sweethearts to whom you 
san send a corsage. Be sure your mailing date is 
early enough so that you ean circularize the new 
names in time for Christmas business. 

!. Send a corsage to any customer who cele- 
brates a birthday or anniversary in December. 
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One of the 24 different Christmas corsages that are 
available in the Operation-Cherub promotion package 

Any one of them, priced low enough for free give-away, 
provides an excellent opportunity to induce early 

lay-away and new busines: 


from ce mpetitive gift outlets 


5. The corsage is a natural as a “‘bouquet-to- 
the-bride” promotion. Send one to all prospective 
brides. 

6. New babies? Certainly the mother deserves 
flowers to celebrate the day. Keep a close check 
on hospital announcements and have the corsages 
delivered to December mothers while they are 
still in the hospital. 

7. Kick off holiday advertising by using the 
corsage as an incentive to open accounts early. 
Use an oversized picture of the corsage with copy 
wishing your customers a Merry Christmas and 
inviting them to come and get their corsage with 
any purchase above a stated amount. 

&. Use the corsage for window and in-store dis- 
play. Frame a window with various corsages and 
let a sign tell customers to come in and get one 
free with any purchase. 

9. Show gift-wrapped parcels in a window with 
a corsage attached to each one. Have a card say: 
“You get two gifts for the price of one when you 
buy at John Jones, Jeweler.” If appropriate to 
vour store policy, add that the corsage is actually 
a dollar gift at no cost. 

10. Woo traffic into the store early by using 
the corsage as an invitation to a holiday party. 
Send the box alone with a printed invitation to 
a Christmas celebration shortly after Thanksgiv- 
ing. Tell your guests they get the contents of the 
box when they arrive at the store. If the budget 
allows, serve coffee and cake. 


THERE ARE 24 DIFFERENT CORSAGES. If you par- 
ticipate in Operation Cherub, you get 48 of them 
(two of each). You also get mailing cards with 
picture of a corsage on one side and space for 
your imprint on the other. And you get the 
Cherub working kit. This consists of two china 
Cherubs, one large lithographed cardboard 
Cherub, one easel-backed Cherub window display 
card, 100 Christmas gift suggestion booklets, one 
plan-and-idea book, and one Cherub ad mat book. 

This complete “special package” costs the par- 
ticipating jeweler $49.90. The 48 corsages can 
also be ordered separately at a cost of $14.16. 
Orders should he addressed to Jewelry Industry 
Council, 608 Fifth Ave., New York 20. N. Y. 
Shipments are now being made. Zea 














(14K Yellow Gold) 


Here's an unusually 

complete selection of 

kK of C buttons, tie chain 

emblems and charms 

just a small part of our 

extensive line of fast- 

selling emblematic 

jewelry that means better 

value for your customers, 

more profits for you. 

We also make a great 

variety of K of C Rings 
3rd and 4th Degree. 


KNIGHTS OF 


MENBER A MER I SB oc¢ciagt v 





COLUMBUS JEWELRY 





THE NAME THAT MEANS 


Witeccencsne Im Beem & COQ. Some E-mbomulic Jewelry 


8 ROSE STREET, NEWARK 8B, N 











ARTCRAFT JEWELRY CO. 
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INCREASE PROFITS 
with ORIENTAL 
JADE DISPLAY 


“The Jade House” of Artcraft Jewelry Company 
offers as part of a franchised self-sales 
program this unusual profit making display as 
an indispensable aid for easy sales. 


IN ADDITION TO THE DISPLAY, YOU WILL RECEIVE: 


¢ A beautiful assortment of Jade Jewelry 
© Illustrated Jade brochures for your counter 
* Descriptive Jade literature for statement 
enclosures 
* Dealer Mats 
Specialists in finest quality Jades — imported 
direct from Hong Kong and mounted in our 
factory 
Also, a complete selection of Gem Stone Jewelry. 


FOR MORE INFORMATION WRITE TO: 


1 West 47th Street New York 36, N. Y. 














QUALITY-PRECISION WATCHES WITH FULL PROFIT PROTECTION 
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Superbly designed prestige* watches for men and women 
with “room to breathe” profit markup. The most com- 
plete automatic watch line. Price protected — sold only 
through exclusively franchised jewelers. Pre-shipment test- 
ing and timing with “honest-to-goodness” one-year guar- 
antee. Nationally advertised the year ’round. Complete 
dealer aid kits. Retail price line from $49.75 to $2500.00. 


Fed. Tax Included 
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For exclusive franchise information and catalogue, write: 


ZODIAC WATCH COMPANY, 15 West 44th Street, New York 36, N. Y. 














Left. Two views of the new Hess & Culbertson 
window. The knee-high flooring, constructed 
of Philippine mahogany, is four feet 
deep. It provides an ideal display for gifts, 
dinnerware, crystal and flatware. 
Below. This is the letter which Hess & 
Culbertson sends to brides-to-be, inviting 
them to come in and get a lucky sixpence 





HESS & CULBERTSON JEWELRY CC 


Dear 
May we extend our sincere best wishes 
the announcement of your engagement and inv 
use all the wonderful services that Hess & 
Jewelers have to offer you at this time. 


We have a very fine selection of china ant glass 


and an extensive collection of sterling silver flat- 
You may chocse your wedding 


ware from which to choose. 
invitations, bridesmaids’ and groomsmen's gifts and 


your wedding rings, in addition to making a list of 
gift items that you would like to receive for presents. 


Our qualified staff is at your service to help 
your family and friends select the right gifts for 


your new bom, 


We would also like for you to stop by at either 
Store or Downtown Store, and we will give 


our Westroads S$ 
you the traditional “lucky stx-pence for your shoe." 


We most certainly want you to register your gift 
preferences with us. Ar accurate record of your selesc- 
tions will be kept and we promise almost co duplications. 


Come in and see us soon. 
Sincerely, 


At Westroads--- Downtown-- 
Marguerite Rollinson rgaret Costello 
Grace Whi 


Hazel Gerber 





Not enough daylight ? 
Knock a wall down! 


2S oO 


An old St. Louis firm takes drastic—and 


effective—measures to secure proper 
prominence for its china department 


Nee 


¢ “I DIDN’T KNOW you had a china department.” 
That’s the surprised and pleased comment 
heard frequently nowadays at the Hess & Cul- 


bertson Jewelry Co. in St. Louis. 
Actually the store had carried a complete line 


of fine imported open-stock china for decades, but 


x a ee 


a 


a ¥ | . ; ' ; 
i the public often missed it. It was back in a rear 
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Right. Part of Hess & Cul- 
bertson’s new display win- 
dow as seen from inside the 
store. The china department, 
formerly dark and _ uninvit- 


ing, is now flooded with light. 


Below. The formal-stationery 
department is a powerful as- 
set in attracting brides-to-be 
at Hess & Culbertson’s store 


in St. Louis. 


Right. Grace White, 


the china buyer, reg- 


isters a prospective 


bride’s patterns. Reg- 


istrations can be made 


either at the West- 


roads store or at the 


downtown store. 


NOT 


ENOUGH DAYLIGHT? (from page 15?) 


corner where it got little light and it couldn't 
be moved out except at the expense of other de- 
partments. Moreover, the only display windows 
in the section were little “peep shows” that held 
a trifling amount of merchandise. 

The store tore down the wall, chucked the peep 
shows and installed a continuous “wall of glass,” 
admitting floods of daylight. The project was 


carried out recently at a cost of nearly $10,000 
and has already begun to pay for itself. More 
and more people know about the china depart- 
ment. Every day they pause to look through the 
picture window at the place settings and come in 
to examine them at close range. i im 
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A big new display window made the public “wake up” 
to Hess & Culbertson’s china and gift department 


Right. Thirty-eight patterns of 





imported dinnerware are dlis- . = al EO —— 


played on this gray display fix- . os , 


ture. They can be seen by side- 


walk passers-by. 









Left. Display gondolas have 
been added to the Hess & Cul- 
bertson gift shop which can be 
seen through the new window. 


Customers come in to browse— 







and remain to buy. 





If you have recently remodeled, write and tell 
us what you have done and send us pictures. 
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What do your 
price-marking 
tickets 


Your tickets always speak well of you 
if they're Monarch mechanical price- 
marking tickets. Your store name on 
every ticket, with legible neat sales 
information, impresses customers 
with your business methods, adds to 
the appearance of the merchandise, 
all helping to make more sales. 

Quick, convenient price-marking 
is easy and economical with a Mon- 
arch Junior price-marking machine 
Ideal for small store operation, for 
auxiliary marking in large stores, or 
for specialized departments. 





STORE NAME 
C48 57 


STORE NAME} 75 DSC Jstore NAME 
50¢ 


B5 216 
50¢ \ Monarch Junior 
_ price-marking machine 


FILL OUT, CLIP, AND MAIL Sr GH 
The MONARCH Marking System Company 


216 S. Torrence St., Dayton 3, Ohio 
Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch tickets, tags and labels. 








Store Name___ 
Address__~>-—— 
Post Office =~ 
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They re New... They're 


This new set of men’s jewelry in a geo- 
metric, triangular design is available in rho- 
dium with hand-engraved § sterling insert. 
From Foster Metal Products, Inc., Attleboro, 
Mass. The set retails for $7.95. 


; “~ » 
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Universal Cookamatic 3-quart sauce pan 
operates from one control. Self-basting lid pre- 
vents evaporation. Cooking guide on handle. 
For $14.95. From Landers, Frary & Clark, 
New Britain, Conn. 


This newly designed wall clock of hand- 
wrought iron has a 16-in. diameter. Eight- 
day jeweled movement. To retail for $24.95. 
From Henry Coehler Co., Inc., 101 Fifth Ave., 
New York. 
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Yours to Profit By 





New Ronson “Varaflame” lighter for all 
smokers, Normal flame height for cigarette, 
higher flame for cigar, “jet-like’” flame for 
pipe. Flame is odorless, tasteless and clean 
burning. 





This G-E Telechron electric wall clock is 
called “Shining Hours.” It has black hands 
and numerals on gold-colored dial. Lucite and 
brass rays. Diameter 16 in.; dial 5 in. For $29.95 
plus taxes. 





“Cine-Twin” 8mm motion- picture camera 
converts into its own projector. Completely 
automatic and electric. Hand winding elimi- 
nated. In carrying case with two lenses for 
$159.50. From Wittnauer Instruments. 
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4 10 “prestige 


By giving 
your package 
its own Eye Appeal 

. its own message 
of product quality and 
beauty . . . there is an 
extra salesman working 
for you, where it counts 
most — in your window ring and 
watch boxes 


your most discriminating that sell 
customer by giving him the look your 

and feel of distinction, provided merchandise 
by the gleaming loveliness of a 
Rocket Jewelry Box. 


and at your counter. You can 
make the final influence on 


118...11.50 doz. 410...5.50 doz. 
250 7.75 doz. 324...11.50 doz. 


ROCKET 


JEWELRY BOX INCORPORATED 
125 E. 144th ST., NEW YORK 51, N. Y. 
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~ Theyre New... Thev re 
MIT eiren 60” 
CULTURED PEARLS § 





Trophies by International Sterling ranging 
in size from 4% in. to 11% in. Solid silver on 
bases with a black ebonized finish. Prices 
range from $25 to $110, complete with bases, 


federal] tax included. 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 


peep) cme 





Speidel’s new “Maraca” watchband features 
the contrast effect of black against golden 
links, with four curved black panels set in, In 
pairs. In smooth polished black or leather- 


grained black. For $12.95 FTI. 


See your wholesaler today and join the 
dalelbhy-lalel-me)M@ic-1¢-11-16--11¢-1-le) am ecey dn diay 4 
from this terrific seller. 


4 
Fiance | Goidstein- Gerson co.,inc. suilt-in wall clock by the Howard Miller 
WA , A be Y Clock Co., Zeeland, Mich. In black, aluminum 
of or brass. Disc may be painted to match the 
130 WEST 46th ST. © NEW YORK 36, N. Y. color of the wall. Available in electric units 
or 8-day wind. 

















Yours to 





Protit By 
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lighter in cabinet top. 


























CASH for Your 


Surplus Silver, Diamonds and Jewelry 





We wil pay cash for any of your sterling patterns 
—any quantity, large or small —active, inactive 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 


covering payment in full mailed same day. Silver 


will be held intact awaiting your acc3ptance or 
rejection. 


We are also interested in cooperating with tewel 
ers who receive calls for older sterling patterns that 


are no longer available. 
Will also buy diamonds—any size and quality—as 


well as antique and modern jewelry. 


Reference: Jeweler’s Board of Trade or 


Dun and Bradstreel 


- | 
Julius Goodman 
& Son 
Memphis Jewelers Since 1862 


113 MADISON AVENUE @ MEMPHIS, TENNESSEE 








Empress in beige or 






Smarr 


pacing) : 
PLASTIC 
IN Al] A U OLORS 
PARCHMENT 
PLAIN or PRINTED 
Mid.by ARCH CROWN TAGS, 
27) Halsey St. Newark 2, WJ 

















They're New... They re 




















English Morocco (black or brown) pocket 

memorable occasions ... wallet. Very thin and flat. Five pockets. 

1/20th 14K tubular gold corners. Retails un- 

“ORIENTA” Cultured Pearls der $10 FTI. From Stanley & Stanley, Inc., 
ere) 


72 Madison Ave., New York. 


You can give a pearl at a time with our 


“START-HER-NECKLACE” GIFT PLAN 


Write for Illustrated Folder 





LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 
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Stamp names or monograms 


on New set of “Out of This World” men’s jew- 
2 elry by Squire, Inc., Taunton, Mass. The tie 


Fountain Pens - Writing Papers deap and cet take dawn ben see al 
° Shee for $12.50 plus federal tax. Sets in other de- 
Leather Goods - Gift Items ig " —_———— 


signs retail from $2.50 to $20. 


Quick service clinches sales 


This beautiful mono- 
gramming adds “buy 
appeal’ to your mer- 
chandise. Stimulates 
sales. Goods stay sold 
and cannot be returned 
for credit or exchange. 


You can rent a 
Kingsley Machine 
on easy terms. 
Write for details. 


e a af New automatic electric iron weighs 2 

4 pounds, 1 ounce. Thermostat maintains the 
KINGSLEY STAMPING MACHINE CO. exact heat selected. For $11.95. From Toast- 
HOLLYWOOD 38, CALIF. master Division of McGraw-Edison Co., Elgin, 
Ill. 
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Yours to Profit By 





The “Side Kick” is a dresser-top valet at 
home and a waterproof travel case on trips. 
In green, brown or red corduroy with pigskin- 
grained top. For $5.95. From Rolfs, West 
Bend, Wis. 





The “Princeton,” a barometer-thermometer- 
hygrometer combination in charcoal or ivory 
case. & in. wide, 3%4 in. high. For $10. From 
Airguide Instrument Co., 2210 Wabansia Ave., 
Chicago. 





New “Ballad” hollowware by Community di- 
vision of Oneida, Ltd. to match the “Ballad” 
flatware. Items range from $12 to $150 for 
complete tea and coffee service with tray. 
Many merchandising aids. 
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fine 
14-kt. gold 


jewelry 
















clips 
ear clips exclusive 
bracelets patented 
etc. ear-clip 






backs 


















superb , i 
inquiries 
craftsman- pili 
invited 
ship 





















Preformed Parts, Ine. 
PeEtielaiehicte Mm Alia 


See 8 a ér C. See: 


FACTORY AND OFFICE N.Y. SALES OFFICE 
520 Bedford Road & 515 Madison Ave. 
Pleasantville, N. Y New York 22, N. Y. 
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Thev re New... They're 


RUGGED 





PRACTICAL 


The “BEE DEL" Multipurpose Ring Clamp The “Organizer” for keeping a man’s ac- 


cessory Wardrobe in order. King-size dresser- 
, top chest with spring hinge lid. Black with red 
Demand has shown that the Bee Del clamp le lining, brown with neutral lining. $12.98. Bab- 
no longer an accessory but an indispensable cock, Inc., 16 E. 50th St., New York. 

part of paired rings. Sold through jobbers. 
Write for nearest dealer. 


BELOVED RINGS INC. 


221 Kasota Bidg. Minneapolis 1, Minnesota 
Distributed in Canada by 
E & A GUNTHER CO., LTD. 
Brantford, Ontario 














AKE MORE MONEY ON 
ye STOPWATCHES 


ct 
W, w) This cuff link and tie bar set features Win- 











_~ ° 
S a? Sold Direct to Jewelers son Linde star rubies in 14-K white gold set- 


ting. By Dolan & Bullock Co., Providence. 


Write for booklet — tells the 

“inside story” of stopwatches. 
Illustrates spare parts compartment. 
Shows what to look for in 

a timer. Complete, thorough, interesting. 
Must reading for users of stopwatches. 


Brand new Clebar catalog . . 

illustrates ond describes more 

than a score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


Stopwatch of Split-Second Accuracy 
a a a ee os 7 


Kush Full information, catalog, wholesale price list : 
and illustrated booklet. 
CLEBAR WATCH AGENCY:15 W. 44th S#., N.Y. 36 i 
j New 14-in. portable TV by Westinghouse 
Klectric Corp. Blue or salt and pepper vinyl- 
i finish cabinet. Aluminum picture tube assures 


City State— clear viewing even outdoors. 30 lbs. weight. 


ae eS eee ee oe 4d To retail for about $149.95. 


i ia a seat 




















ous 


New plastic double-heart 


Yours to Profit By 


colors with velvet cushions. 
name molded into the lip of the box. Trimmed 
with gold or silver wipe. By Buffalo Jewelry 
Case Co., Inc., Buffalo, N. Y. 


ring box 


in vari- 
Jeweler’s 





New attachments for men from Wadsworth- 
Hadley division of Elgin. Hinged clamp on 
outside, locking clamp on inside. The ‘Legion- 


naire’ 


in 10-k_ gold-filled for 


leather “Duofold” for $2.50 FTI. 


$12.95; the 





The “Canolectric,” a new push-button appli- 
ance that opens any size or shape can. Can 


he mounted on wall or cabinet. 


From Klassen 


Enterprises, Inc., 22105 Meekland Ave., Hay- 


ward, ( 


Ti 


‘alif. Retails for $29.95. 















CAN YOU TOP THIS 
FOR A MONEY MAKING 
COLLEGE RING BUSINESS ? 


No investment ... no 
stock to carry ... loads 
of profit for you. And 
with College Seal’s wing- 
speed delivery service you 
build more business by 
giving your customers 
what they want prac- 
tically overnight! Rings 
available for ANY ac- 
credited 4 year college in 
the UU. S. A. No invest- 
ment to start cashing in 
on this bigger-than-ever 
college ring business... 
here’s how ... 


Yours with our compliments . . 


Our brand new Special College Ring catalog just off 
the press ...packed with profit pulling ideas. Send 
for your complimentary copy which you can show to 
. . plus ... free sample eye- 
Send your request to the 


students and alumni 
catching counter display 
address below ... 


Order One Ring or a Dozen! 
No minimum quantity! No die charge! 









































ATTENTION NEW ENGLAND JEWELERS 
CATALOG of 68 New England College Rings 
now available. Write for yours. Dept. J-557 
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Send for special High School Ring booklet, 
selling information and price list. 


ilso available—11k Cold College Seal Charms 


COLLEGE SEAL & CREST COMPANY 


on 0.8 = 1,0 001C) ech eee 






























BUILD PROFITS 


with 


Football Charms 


Bisher 


Selling football charms in 
team lots is fine business, in 
Gold Filled, Sterling, or 
Karat Gold. Fisher service 
offers 4 sizes. Orders for 
special engraving can be 
handled easily. Catalog 
available. Sold through 
wholesalers. J. M. Fisher 
Company, Attleboro, Mass. 
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2.) Million People 
PARTICIPATE IN boating TODAY! 


What Have Boats To Do 
with JEWELRY? 
Here’s How You Can Get A Share 
Of This Enormous Business! 


* Sell His Lordship’s profitable line of gold and silver 
authentic nautical jewelry. 


*® Originally sold only through Marine Specialty 
Houses. 


* Now available to the retail jewelry trade. 


4SEND FOR CATALOG AND 
ATTRACTIVE PARTICULARS 


HIS LORDSHIP PRODUCTS CO. 
245 Seventh Ave., New York 1, N.Y. 


His Eguosbir 


DISTINGUISHED BY ITS AUTHENTICITY 











“ARLEN TROPHY ° 


50 GOLD ST., BROOKLYN 1, N. Y. 
Largest Selection of Trophies In The World 
~ jane ae z 
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They're New... They re 





Pocket radio utilizing eight transistors. 
Circuitry equipped with nickel cadmium re- 
chargeable cells. In various colors with gold 
grille and appointments. By Emerson Corp., 
Jersey City. To retail for $44. 


EV as, 
AA oe 
woh hy OS: 
‘ by a8 
‘ AIS )’ 
Ne gy 


New design created by A. Jaffe & Son, Inc., 
64 West 48th Street, New York. In 18K, 14K, 
or platinum, it can be made to retail for $199 
or higher. 





The “Gabriel,” a two-bell alarm clock by 
Lux Clock Mfg. Co., Waterbury, Conn. Copper 
dial and numerals. East Coast, $3.95; West 
Coast, $4.15. With luminous numerals for 
$4.95 and $5.15. 
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Yours to Profit By 





Ring case in white, peach, yellow or light 
blue plastic. Satin cover cushion, transparent 
or velvet ring pad. Gold-leaf decorations on 
front and top. From Dennison Mfg. Co., Marl- 
boro, Mass. 





Bride’s knife. Silver inlaid on both sides 
of handle. Blade of Solingen stainless steel. 
Gift boxed to sell for $5 retail. From P. R. 
Myers Co., 118 West Boston Post Road, Mama- 
roneck, N. Y. 





“Swiss Lantern” 8-day, 7-jewel wall clock 
with “;u.l-wind” feature. Gilt case, raised 
gilt figures with raised hour indicators and 
giit ands. $49.50 plus tax. By Semca Clock, 
3U Irving Place, New York. 
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Admiral 


DISTRIBUTORS TO THE 


eftail Jeweler 


55 £. WASHINGTON STREET, CHICAGO 2, ILLINOIS. 


Write Department 6 for Radio, Hi-Fi, Phono, 
Color illustrations with Prices. 


ee ever 7 . a “ss 








Presenting the 





The Quality line — 
priced to sell. 


#1 — 4” long, 3%” wide, 
1%" high........... $29.50 
#2 — 6%" long, 3%” 
wide, 1%” high....$42.00 
#3 — 4” long, 3%” wide, 
2%” high........... $38.50 
#4 — 6%” long, 3%” 
wide, 2%” high....$52.50 
95 — 8%” long, 3%’ 
wide, 1%” high....$59.00 


All prices retail and 
include tax. 


EXECUTIVE 


ee fob Mlalaittel te 


A King-size value in a 
Sterling Cigarette Box 


Number six in the series of 
Smith & Smith quality sterling 
boxes. SYy” long, 31%" wide, 
24,” high. Sterling through- 
out, even the bottom, and not 
weighted. Cover gold lined. 
Cedar lining divided in three 
sections for King size and reg- 
ular cigarettes. Capacity 150 
regular. 





Prices subject to change without notice. 


Write for catalog 
of complete 


Smith & Smith line 


smith & smith 


NORTH ATTLEBORO, MASSACHUSETTS 
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Regardless of the gift->~ . there is a 
Lindley box for every need. Styled - 


~ 


to save~time, money and space,the- 

Lindley folding box beautifully answers; > 2 
today's modern giftware packaging oe 
requiremefits. There is a complete Oi J 

line in white—so right for every A Ps nal “-_ . 
gift occasion in the year. 


Write for samples and 
itlustrated catalog. 


From the new line of women’s leather ac- 
cessories by C. F. Rumpp & Sons, Ine., 5th & 
Cherry Sts., Philadelphia. Hand bags, purses, 
billfolds, ete., in “Firebird Red,” blue. or 
chamois, with 24K sprays. 


9x 9x 9,\packe 
50, ideal far stem 
wore, bohbon 
dishes, deep 
bowls, toys, etc. 


Lin "igen 


BOX AND ald 1 | 


1737 West 2nd St., Marion, Indiana 


A DIVISION OF FEDERAL PAPER BOARD CO., INC - ; 
Love You” nautical bracelet spells mes 





sage in international code. Signals inter- 


spersed with kissing sea horses. In sterling, 


$23.75; in 14K, $92. From His Lordship Prod 


NEED HELP FOR ucts Co., 245 Seventh Ave., New York. 
YOUR EXTRA 
HOLIDAY HELP? 





SEE PAGES 120 & 121 


GET YOUR 
“FITTING INTO THE 
SELLING PICTURE™ 


COPIES NOW AVAILABLE ini a dl De 
Automatic exposure control by means of an 


f 50 electric eye, and automatic threading feature 
or only g a. 100-foot film 


this new 16mm movie camera. 
capacity. From Bell & Howell, 7100 McCor- 


mick Rd., Chicago. For $329.95. 

















Yours to Protit By 





Playing cards by Brown & Bigelow, St. 
Paul, Minn., designed by Tammis Keefe. Also 
series showing reproductions of works of 
Degas, Utrillo and others. Packaged in plastic 
holders. Two decks for $2.50. 





“Ashlite,” an ashtray with light for night 
table, TV smoking, etc. 9 In. by 5 in. From 
Decora Designs, Ine., 1853 W. Flagler St., 
Miami. Boxed in display carton with battery 


and bulb. $2.98. 





Electric mixer by Iona Mfg. Co., Man- 
chester, Conn. Can be set on stand or used 
as separate mixer unit. One-knob control se- 
lects speed and ejects the beaters. Marproof 
Cymel finish. With two bowls. 


"TFA O 
f) 








RUNNING A 
SUCCESSFUL | 
SALE ! 
IS AN ART 









by Manny 
Silverman 


YOU CAN BE ONE OF THESE 
TWO FORTUNATE JEWELERS 


IF YOU HAVE THE FOLLOWING 
QUALIFICATIONS: 


|. YOU MUST WANT TO GO OUT OF BUSINESS 
NOW. 


2. YOU ARE INTERESTED IN GETTING AT LEAST 
40 to 50°%, MORE FOR YOUR STORE THAN 
THE TOP OFFER YOU HAVE ALREADY 
RECEIVED. 


3. YOU MUST HAVE A PRESTIGE TYPE STORE. 


Vy 7 ¥ UNaTE DeEeCaA j ¢ V/e nove many rw ola 
quiries for sales at this time and if we accept 
T re i+ mean TnNaT we ore satistied TnaT r 
tore we can get the biqagest return and in Jong 


NA 

pending the n ot these two sale 
D YT MOaOKE The Y) TaOKe T think na That T ert 
T To get eqular Christma 1e 
and then run your sale in January 
Usually we wil! do between 5 ana I|0 times normal 
volume tor any aiven period—(sometimes up to 20 
times normal volume|—we average about 7 times 
normal. 

| ™ - "To ‘ | . ; “ 
“ an example theret re + VOU! January volume 


potential | $5000 ona your December volume po- 
tential is $25,000, we would do $35,000 in January 
and $175,000 in December resulting as follows: 

lf you run your sale in December $175,000 
If you run your sale in January _ $35,000 

Regular December volume 25,000 


Total 60,000 
YOU GAIN $115,000 
IN VOLUME and therefore in Profit 


and you are through one month sooner! 


' ’ } | . : ? 
Please do not delay—we will have to make our 





’ . 
choice very soon. 





WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4693 





















Loox AT IT THIS WAY, MR. DEALER, 
national advertising is like a couple of salesmen 
you hired—but don’t have to pay. It starts selling 


women before any jeweler can... sells overtime 


and anytime...sells where you can’t — right in 


their own homes. And then it sends them to you 


to be sold tor good. 


[t sets up like this: 

|. National ads increase the prestige of your 
store and merchandise. 
National ads encourage browsing... increas¢ 


your store traffic. 


66 . National ads make it easier for your custom. 
41 £00 ers to buy... easier tor you to sell. 


? . ‘*But what’s different about Wallace’s 

ZS national national advertising ?’’ 
The new theme is something you jewelers have 
‘ ‘ been asking tor—tor years. It's Eat with Wallace 
Advertis2n LO 1f) Sterling every day.” And it takes sterling out of 
£ the “don’t touch” class and puts it into every- 
body's hands. It hits all four silver prospect mar- 
' / /. he 27 kets... teenagers in Seventeen and the new Miss 
jowe C7 Z C WE: magazine... brides in The Bride’s Magazine, 
Modern Bride, and Bride & Home... young 


women in Mademoiselle. Charm. and Glamour 


_and matrons in House Beautitul. 


Designed to help you, the Wallace dealer, it pro 
vides a prestige backdrop against which to build 
your own local promotions... points up the great 


values oftered in Wallace's Fall promotions. 


‘*Then, what’s there for me to do?”’ 

Just this: 

|. Push nationally-advertised Wallace Sterling 
in your store. 
Display nationally-advertised Wallace Ster- 
ling in your windows and on your counters. 
Tie-in with Wallace's national advertising by 
advertising in your own local papers. 
Use the prestige of Waillace’s national adver- 
tising to help you sell Wallace's value-packed 


Fall promotions. 


And that's what's good about national 
advertising. It makes selling easier...more 


profitable for you. 


WVVALLACE 
SILVERSMITHS 


At Wallineford, Connecticut... since 1835 


V7 
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“Blue Chelsea” or “Grandmother’s” pattern 
again being made by Adderley’s in England—bone 
china with hand-applied blue sprigs; 5-pc. setting 
retails at $14.50. From Bertson House, Ltd., of 


New Y ork. 


Oblong candy dish from W. M. F. factory in 
Germany—tarnish resistant silverplate handcrafted 





and especially treated to give unique finish; it may 
retail for $7.50. From Ikora Importers, Inc., of 


New Y ork. 





After-dinner coffee service in solid brass and 
glass, with emerald or topaz-colored embellishment 
on covers; ebony formica and brass tray; retail, 


$25. By Buehner-Wanner, East Norwalk, Conn. 
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ashions 





“Asia” is a new pattern in English bone china 
decorated with an unusual border design in black 
and gold against pure white; place setting $22.75 


retail. Josiah Wedgwood KS Sons. Inc.. New York. 





Handsome new gift boxes have been introduced 
for 12 different sets of items in this new fall gift- 
ware line; shown here are pepper-and-salt set; 
jumbo cup, coasters. Created by Lenox, Inc., of 


Trenton, N. J. 








New in stainless steel, this pitcher with ice-lip 
and nylon-wrapped handle for insulation; almost 
two quarts in capacity, the pitcher may retail for 
$19.95. From Fraser’s, Inc., of New York City. 
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Your customers will respond to this attention-getting ad in full color throughout the 
Christmas season ...in NOVEMBER... HOUSE AND GARDEN and LIVING FOR YOUNG HOMEMAKERS; 
DECEMBER... HOLIDAY, HOUSE BEAUTIFUL and THE NEW YORKER! Plan tie-ins with these copy 


and display themes today. You’ll bag a sleigh-full of profits with Franciscan Ware for Christmas! 


by Gladding, McBean & Co.... Dinnerware Showrooms in. Los Angeles, 2901 Los Feliz Blyd.; Chicago, Merchandise Mart; New York, 712 Fifth Ave. 


OC 
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One from group of five new patterns in Aynsley 
bone china from England—the “Las Palmas.” 
done on the spiral Portland shape: place setting 
$16.75 retail. From Fisher, Bruce & Co., Phila- 


delphia. 





four new accessory items include slim-necked 
vase in yellow ($4.50 retail) or blue ($5): 
amethyst candy box, $12.50; and triangular vase 
in cased blue. $10. From Fostoria Glass Co.. 


Voundsville. W. Va. 








Whirling leaves in browns and grays dotted with 


white enamel make up new “September” pattern 





in bone china with gold rim; 5-pe. setting may 
retail at $19. Worcester Royal Porcelain Co., New 


York. 






’ 


able top 


ashions 






Hland-made in heavy crystal from Sweden is this 


decanter set, richly decorated with mitre cutting: 


decanter may he retailed for $15: glasses for 


$30 a dozen. From D. Stanley Corcoran. Ine.. 


New York. 





Bowl and candlesticks are part of new group of 
classic-modern designs in home accessories dec- 
orated with non-tarnish sterling silver pattern—the 
“Forest.” By Silver City Glass Co., Meriden. Conn. 





L.ong-popular pattern in Spode dinnerware from 
England, the “Billingsley Rose” named for artist 
who designed the rose spray about 1800; on lacy 
“Jewel” shape. Copeland & Thompson, Inc., New 


Y ork. 





Bright Star Sonnet 


NEW Lilt 


Ballet 


NEW Balance 


“Jewels” for fast turnover 
6 proven best sellers for jewelry stores in 


WMA LLACE 


Now — the perfect patterns to stock and promote! 
Each one maintains the high quality standards you 
demand for your customers. Wallace’s Custom Stain- 
less features the finest in heavyweight, fully graded 
Stainless steel polished to a satin finish and beauti- 
fully balanced. Wallace’s Hallmark line offers graded, 
heavyweight solid stainless at popular prices. Both 
lines are sleek and modern...and they’re handsomely 


WALLACE STAINLESS ... A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT .. . 
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STAINLESS 


gift packaged for your counter and window displays. 
All 6 patterns shown are proven sellers, perfect for 
the busy Fall and Christmas selling season ahead. 


NEWLilt ° Bright Star 
16-piece starter set in Hallmark Stainless, $10.95 


Sonnet ° Circe . Ballet ° NEW Balance 


16-piece starter set in Custom Stainless, (reg. $24.95) $19.95 


SINCE 1835 
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Striking window § displays 
like this one help establish 
the Budd Jewelry Co. as 
“headquarters for brides.” 


Wonderful things began to happen when this credit 


¥ rware. ina : ‘Tvs- . . : 
Dinnerware, china and cr} store decided it was worth while to feature .. . 


tal are featured; they ac- 
count for a large percentage 


of the store’s total business. ty i i V EK R 
~ : 4 4 


by Mildred S. Rodoff 


® WHEN YOU THINK of the credit jewelry busi- 
ness, you don’t normally think of outstanding 
success with silverware, china and crystal. 

The credit chains gave silver quite a play in 
1949 and 1950, but relaxed their efforts there- 
after, and single-unit credit jewelers usually do 
only half as well with silver as “cash” stores of 
the same size. Latest operating statistics from 
the National Jewelers Association (mostly credit 
stores) and the American National Retail Jew- 
elers Association (mostly so-called “cash” stores) 
support this statement. 

But the Budd Jewelry Co. of Muskegon, Mich., 
has proven over the years that a credit jeweler 
can sell silverware ...and dinnerware... and 
crystal—so successfully, in fact, that a large 
near-by department store stopped selling those 
lines! 
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CHINA GLASS 


There’s quite a story behind Budd’s achieve- 
ment. Mildred S. Rodoff, Budd’s merchandising 
director, sums it up this way: 


“THE CREDIT JEWELER is geared for fast turn- 
over and large-volume departments. This is one 
of the reasons why many of them hesitate to 
promote dinnerware, crystal and silver. Besides, 
they don’t care to devote the floor space, window 
display space, basement storage space and ad- 
vertising space which these lines need. 

“So the average credit jeweler has not picked 
up the coordinated table-setting idea—and as a 
result he has handed his silver business to the 
door-to-door peddler, because he has not created 
the proper background for selling it. 

“Perhaps we felt the need for a good dinner- 
ware operation in Muskegon, or perhaps we just 


(Please turn to page 191) 
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Bright new merchandising 
suggestions for your 
Silverware Department 


... here are two whole pages of exciting, well-planned promotions and 
promotional items to help keep your silverware department humming with 
activity from now right through Christmastime. 


Gorham’s Christmas Stocking. Makes the gift of even a single ster. 
ling teaspoon more exciting! Made of luxurious red felt, these 
bright 11” stockings hang on Christmas tree or mantel holding 
» piece of flatware. Eliminates more expensive gift-wrapping. 
$.15 each in bulk. Minimum order 100 

$.99 per package of six 


Eye-catching Christmas Mantel Display Units 

#679 Holds three stockings, with a base of green felt 
to display other pieces of flatware. Large unit 
(17” high x 22” long x 10” deep) sold with two 
of the smaller units as shown with I1 felt fabric 
stockings SD complete. 

#679/1 This smaller mantel unit can be bought sep- 
arately. (Dimensions: 15” high x 534” wide x 
114,” deep.). . .$.69 each with stocking; 3 for $2. 
All units sent f.0.b., Providence 7, R. I. 


Limited time offer! 60th Anniversary Savings on 
Gorham’s Popular Strasbourg Sterling Holloware 


From October | through December 31, 1957, to cele- 
brate the 60th anniversary of the introduction of the 
popular Gorham’s Strasbourg flatware pattern, the 
items listed below will be specially-priced. 
#1141 5-piece Tea & Coffee Service, regularly . . .$550 
anniversary-priced at ...s.-.mee 
Matching Waiters: #1147 sterling, regularly ...$325 
anniversary-priced at .......£300 
#YC777 silverplate, regularly $110 
anniversary priced at $100 
pee | | J-plece Coffe = Service. regularly sie nae tania $330 
anniversars priced at 


Matching 14” Trays: 


#1149 sterling, specially-priced at Boe Fe Also hand-chased 
| $95.00 Eid Tea and Coffee Services 
#YC699 silverplate .. . specially- #1141/1 5-piece, regularly .$675 


‘iced % $39 5 . ~o 
priced at 292.90 , = ia anniversary-priced at .$520 
#711 Display shown, $2.95 net. Free with gigi "ie #1141/1 3-piece, regularly .$400 
purchase of one 5-piece service and one jog : : eae PO 
3-piece service. anniversary-priced at .$315 
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New American Modern Door-Drawer 
Silver Chest Promotion 

S21.00 retail chest FREE with each purchase of 42 
pieces of Gorham sterling flatware. See details below. 
#6O99-1P. A new concept in chest design inspired by 
the popular louver door furniture. Weatl 

‘ ered pine finish. Brass name plate, side han 
dles, hinges and pendant pulls. ‘Top holds 

132 pieces of flatware including 12 knives. 

Drawer holds serving pieces and extra pieces 

and is blocked to hold 12 spreaders or 

extra knives. Pacific Silver Cloth lining. 

(614% x 1244” x 714”) ...... retail $21.00 


. 


#O099-IMP Mahogany Finish. ... retail S21.00 


Special: LAST CALL! UNTIL OCTOBER 31, the louver 
chest may be ordered at $12.60 net, f.0.b. Providence, 
with each 42 pieces of Gorham sterling flatware. Orden 


for flatware must accompany order for chest.* 


Special Christmas promotion allowance on chests! 
A full rebate on each chest will be given to the deale 
upon receipt of a tear sheet of an advertisement run 
Qn) Of} belore December + 1st, whi h offers either chest 


Exciting New Gorham Plated Holloware Items 


New plated Paul Revere tea and coffee services and 
smart matching trays and waiters 










|. YC791 Coffee, cap. 314% pts., ht. 10” ....$ 37.50 
2. YC792 Tea, capacity 274 pts. | 34.00 
8. YC793 Sugar with cove) aaa .. 9.75 
. 4. YC794 Cream, capacity 14 pt. ............ 12.25 
5. YC795 Waste, Sugar or Bow! 5 we ee ce 
6. Five-piece service ......... »asvnemib ate saledl 100.00 
with YC857 waiter ... this ieee 

7. YOCSOO Warmer, Bement 514" .... 6. ees. 20.00 
8. ‘Three-piece services ... -...26.70 to 59.50 
with YC455 tray ..............43.65 to 76.45 

9. YC407 and YC407-2 Trays, length 2214”. . 45.00 
10. YC857 Waiter, length 2214” ............ 42.50 
il. WEASS Tray, Semin TO” .... 2. ccc wccss 7.95 
12. ¥YOQ55- iray, csmmeter 14” ... ow cc eee. 16.95 





3. YC856 Ice Tub, height 814”, 2 qt. liner .. . .29.75 
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free with 32 preces or more of Gorham sterling flat- 
ware. The ad must be 24 column inches (326 lines) on 
more in size. Newspaper mats featuring this offer 


are available through your Gorham representative. 


*All items of Gorham sterling flatware count towards the 42 pieces except 
baby and child's flatware and specials such as Fleury and Trend 


New Gorham 
Liquid Silver Polish 


Revolutionary new liquid 
Gorham Silversmiths Pol- 
ish comes ina new 8S oz. 
plastie squeeze bottle that 
will make it easier to sell 
(and easier to use) than 
WT oo 4450840 $.59 retail. 
Minimum order 4 dozen. 


For information about these and many more new 
Gorham merchandising ideas, 
contact your local Gorham salesman or write: Dept. 205, 
The Gorham Company, Providence 7, Rhode Island. 
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by Myron Gysbers 


Gysbers, Inc., in Fond du Lac, Wis., is a 25-year- 
old firm which has operated in its present location 
on South Main Street since 1946. Myron Gysbers 
tells how he and his wife created a beautiful 
and successful downstairs “gift department.’’— 
Editor. 


How we got our customers downstairs 


® OUR BASEMENT GIFT DEPARTMENT Is a success. 
From the beginning we have had no trouble get- 
ting customers to visit it, and Mrs. Gysbers and 
I believe that is because of careful planning. 

We decided at the outset that the stairway lead- 
ing down should be as attractive as possible. We 
made it winding with completely carpeted steps, 
quaint patterned wallpaper and a curved metal 
railing that flares in such a way that the main- 
floor customer can see into the room below. 

We knew it would pay us to spend more to 
make the entrance a glamorous one, and many 
customers compliment us on it. A smaller, less 
imposing entrance, we are sure, would have cut 
down gift-department business. 

As for the shop itself, it is comfortable and 
homelike with a low ceiling, recessed ceiling 
lights and carpeting that blends with the decora- 
tive scheme of the walls. The section you enter 
has tables, lamps and red-upholstered chairs 
where the fatigued or elderly shopper may sit 


This is the gift department which the 
Gysbers created in their basement. No 
wonder it has proven such a success. 
Who wouldn’t be willing to go down- 
stairs to browse around in such a 
pretty, cozy shop? Note how the wall- 
to-wall carpeting adds to the warm 
homelike atmosphere. The picture was 


taken from the stairs. 


and rest or a man can wait while his wife does 
the browsing. 

Midway down the 50-foot length are display 
extensions which separate the area into “rooms.” 
Glass shelving, however, permits a view of the 
entire area. Stock drawers below wall shelves 
have no handles; they open and shut with a slight 
pressure of the knee. 

We call this downstairs store our gift depart- 
ment but actually it is more than that. Our fine 
china patterns and bridal registry are located 
here. Spode, Doulton, Lenox, Wedgwood, Syra- 
cuse, Flintridge, Franciscan and Castleton din- 
nerware is displayed with Fostoria, Duncan, Cam- 
bridge and imported crystal on tables covered 
with cloths or place mats which vary in appro- 
priate color and design. 

When opening our basement department we 
did not overlook the necessity of storage and 
work space. A general office separates the shop- 
ping area from the wrapping and mailing section 

(Please turn to page 184) 
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JEWELERS 





ORDER NOW FOR THE 


HEIRLOOM STERLING 


De: Mil 


(October 14 through November 4) 


N 


PRE-HOLIDAY SPECIAL ON PLACE SETTINGS! Here's a sure 
way to increase your silverware sales—offer your customers 4 place settings 
for the price of 3! Imagine—four 5-piece place settings for as little as 
$76.50, tax included — a $102 value. Or 8 settings for the price of 6. Or 12 
for the price of 9. [t's a real inducement to customers to build up their 
services—now. The 4-for-3 prices also apply to the 6-piece place settings. 


And. of course. they apply to you. So order heavily—order today. 


20% DISCOUNT ON ALL | ERY 


: / Cielo 


INDIVIDUAL PIECES! More : sevens 


sales excitement — any single 


item, place setting or serving 
piece is 20% off during the Pre- 
Holiday Sale. It’s a wonderful 
opportunity for customers to fill 
in the services they now own.a 
wonderful opportunity for more 
sales for you. The discount is 
yours, too, with minimum orders 


of |? pieces or more, 


MERCHANDISING! Let your customers know about your Heirloom* 
Sterling Pre-Holiday Sale. These sales aids will help you: newspaper mats. 
counter card, 4-page stuffer, suggested letter to send to customers, sug- 
gested telephone sales conversations, radio spots and price sheets for sales 


personnel. To order, call your representative or write direct. 


HEIRLQOM STERLING 


Created in the Design Studios of Oneida Silversmiths, Oneida, New York 


“TRADEMARK OF ONEIDA LTD 
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First floor of the Gysbers store. Railing 

foreground flanks area where stairs lead 
liown to the basemen 2. This is how the 
tairs look going down. Print wallpaper con- 
tributes to the homey feeling. 3. This view 
of the stairs is taken from the basement look- 
ing up. 4. This is a close-up of the view 


shown on page 182. 5. Another view of the 


basement shop, showing glassware in wall 
shelving at left. 6. This chi section is at 


the foot of the stairs. 
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DOWNSTAIRS (from page 182) 


and in both rooms, deep, wide shelving provides 


ample accommodation for merchandise. 

We have spared no expense and our investment 
Customers from a radius of 90 
miles visit us. We advertise our gift department 
and bridal service in local newspapers and in 
neighborhood village phone directories. We also 
se 


is paying off. 


use seasonal radio advertising. 
























itt ee 


Cres inn! all et ee 


VOGUE 


Houses Garde 





FOSTORIA GIFT CRYSTAL 
WITH FASHION FLAIR 





It's news ... and geared for profits! Fostoria’s all new, Mat . . . suggested ad comes with kit to help vou plan a 

complete merchandising program for fine crystal gifts! local sales campaign, to tell more people how crystal gifts 

It's backed by national advertising in House & Garden, are smart and new. 

Vogue, he New Yorker — Ik 5B. eres — reach millions _ Ad easel is yours to catch customers attention at the point 

Fostoria patent iS “tm giving or ‘le owning! allv advertised. 

Colorful display oe marchandicing kit... available Check your stock. Be sure you can meet your customers 
P to stores carrving a broad line of Fostoria cry stal giftware. requests. If vou are carrving onlv a few pieces, now is the 

It shows off Fostoria cr} stal to best advantage . + » Stops time to broaden vour line for Christmas profits. Mail the 

traffic . . . starts sales! Display suggestions tell how to coupon for vour free new Merchandising Kit. 


use display effectively. 
eee ee ee ee ee ee ee ee ee Ee ee UGG GDL 


Fostoria Glass Company 


Moundsville, W. Va. 


1 am a Fostoria dealer. Please send me the FREE Merchandising 
Kit and Point-of-Sale display for Crystal Gifts with Fashion Flair. 


(escort 














' ’ 
MAIL THE COUPON FOR FREE _ | ‘é 
NEW MERCHANDISING KIT AND : 
POINT-OF-SALE DISPLAY : Address ) , sustedveas ethilieentitaiial 
- City 


THE FINE ENGLISH 
DINNERWARE 


Bridal Rose 
Bone China 


Ride the trend toward traditional for the new 
“age of elegance.” Spode is already there with 


patterns of time-tested appeal. 


Copeland & Thompson, Inc. 


206 Fifth Avenue. New York 10. New York 


{ IN STOCK IN NEW YORK 





from FRANCE 


ART VANNES 
DECORATIVE 
CRYSTAL 


vibrant... 


“Archange™’ 


(hp "Carthage" 
, x 6" high 


“Ap 


candelabra I1" high 


oval center piece 1|4"' wide 


Send for new fall booklet of Art Vannes 
and other French Importations 


THE FRENCH GLASS CO., INC. 


610 FIFTH AVE. NEW YORK 20, N. Y. 











China 
Glass & 
Giftwares 


by MADELINE LOVE 


UST as it did last year, the amount of busi- 
ness written at the various trade shows in- 
creased encouragingly as the summer and 

fall progressed, especially for those dealing in 
china, glass and gifts of jewelry-store quality. 
Perhaps this has become the pattern of buying, 
and the July shows are really a little ahead of 
the retailers’ time for placing their orders. This 
has been discussed before the exhibitors’ groups, 
who invariably come to the conclusion that it 
is worth while to hold the early shows, even 
though neither the attendance nor the sales come 
up to hoped-for levels. 

With the knowledge that the better-quality 
merchandise has been most in demand, as the 
season progressed, it becomes plain that retailers 
are optimistic about the coming months. They 
must feel that their market for the finer lines 
of china and glass will be exceptionally good— 
and that, of course, is in keeping with the gen- 
eral fashion trend toward elegance and high style. 

In this context, the word “retailer” definitely 
means either a jeweler or the proprietor of one 
of the top-level specialty shops. It is they, not 
the department stores, who are keeping their 
sights fixed on quality lines, who advertise, mer- 
chandise and promote them. There are outstand- 
ing exceptions to this sweeping generality, of 
course—we illustrate in this very column the pres- 
entation one New York department store has 
given to one line of fine china. But such stores 
are exceptions, and manufacturers and importers 
of the better lines of china and glass are turning 
more and more consistently to the smaller, and 
thus more flexible, stores. 

This is not just wishful thinking. It is a fact 
expressed openly by many of these manufacturers 
and their representatives, who find the jewelry 
stores and specialty shops infinitely more _ in- 
terested in the presentation of good, regularly- 
priced wares than are the majority of the de- 
partment stores. True, they usually buy in 
smaller quantities and their display area may not 
be so spacious. But they are more loyal to the 














lines they carry and not so easily swayed by offers 
of “bargains.” And they do a personalized job 
of selling, creating an atmosphere of friendliness 
and warmth which is rarely possible in a large 
department store. 


‘ee 


ver. =m te wo ee : 
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ERE IS A GENERAL VIEW of the “American in 

Paris” promotion of Haviland china which 
was staged for two weeks during August at Alt- 
man’s, New York. The center aisle of the china 
department was decorated to create the atmos- 
phere of a Paris street, with posters, street lights 
and kiosks offering a background for the 12 table 
settings using Haviland’s newest patterns. One 
of the features of the event was a Trip to Paris 
contest, in which some 24,000 shoppers wrote 
down the names of their favorite pattern. The 
reward, won by Mrs. Florence Kaufman, of 
Brooklyn, was a week’s trip for two to Paris, 
via Air France and a stay at the Ritz Hotel. 


ONALD C. LITTLE has been elected treasurer of 
the National Gift and Art Association, suc- 
ceeding his late father, George F. Little, who had 
been treasurer from 1933 until his recent death. 
Attending the election meeting in late August 
were C. E. Yeo, president of the association; Leon 
Arditti, vice president; William E. Little, secre- 
tary; and directors Philip Greenspan, John 
Junge, George Smith, Richard Holstein and Max 
Wille. It was also decided at that time to hold 
a dinner dance during the New York Gift Show 
to be held Feb. 23 to 28. The affair is scheduled 
for Feb. 27 1n the grand ballroom of the Hotel 
Statler 


S A PART of the celebration marking the fiftieth 
A anniversary of the Neiman Marcus store 
in Dallas, Tex., this month, Hensleigh Wedgwood, 
presicent of Josiah Wedgwood & Sons, Inc., pre- 
sented to Stanley Marcus a Queen’s Ware vase 
suitably inscribed in gold. The vase is a reproduc- 
tion of a classic design from the first Shape Book 

(Please turn page) 
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Above is the 
magnificent 
showroom of the 
W. M. F. Factory 
_.. where |kora, 
silver plated 
hollow-ware, is 
created. 


To Retail from $4 to $27 


Catalogue Available 


261] FIFTH AVENUE, NEW YORK 16, N.Y 








COLORFUL FRUIT PLATES 
by JAEGER of BAVARIA 


Ripe, rich, luscious fruit designs on fine, gold 
rimmed Bavarian China. 


6 assorted designs—$12.00 dozen, wholesale 
Minimum order—2 dozen 


EBELING & REUSS CO. 


Established 1886 


707 Chestnut Street Philadelphia 6, Pa. 








Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
eram in the English china field? Royal Doulton, with a 
powerful Fall schedule in BETTER HOMES & GARDENS, LIVING 
FOR YOUNG HOMEMAKERS, HOUSE & GARDEN, HO SE BEAUTIFUL. 


rHE NEW YORKER. MODERN BRIDE, SEVENTEEN and IIOLIDAY. 


Roval Houlton 


€ Wa 


DOULTON &2 CO., INC., 11 EAST 26TH STREET, NEW YORK 10, WY. 


CHINA, GLASS & GIFTWARES (from page 187) 

of Josiah Wedgwood, dated 1770. The presentation 
was made Sept. 8 at a luncheon given by the store 
for its suppliers, in the ballroom of the Statler 
Hilton Hotel in Dallas. 


HE VINCENT LIPPE CorpP., of New York, has 

been appointed national gift-store distributors 
of a new line of barometers and thermometers 
made by Longines-Wittnauer Watch Co., Inc. 
Over 30 designs in both nautical and traditional 
styles, ranging in price from $5 to $85, are in- 
cluded in the line. 


R. MYERS AND Co., of Mamaroneck, N. Y., 
P. importers and distributors of gift mer- 
chandise, have appointed the Fred & Tommie Car- 
roll Co., of Dallas, Tex., to be exclusive represen- 
tatives in Texas, Louisiana, Oklahoma and Arkan- 
sas. The line will be on display in the Carroll 
showroom in Dallas. 


DWARD LYNCH, of the Sun Glo Studios, New 

York, has announced the appointment of his 

son, Edward, Jr., to the company’s sales organi- 
zation. 


Unusual Window Trim Features 
Wall and Table Christmas Clocks 


Susp en 

An entire window at Gump’s, San Francisco, 
was recently devoted to a spectacular display of 
wall and table clocks. 

The display spotlighted only six clocks against 
plain paneled walls and textured floor covering. 
The display devices were large dial and hands 
hung from Roman numeral XII in the center of 
the window. Beneath the dial on the floor rested 
numeral VI, while 1X and III hung on opposite 
side walls. The legend on the panel bore the head- 
line “Perfectly Timed.” 

The clocks were all products of the Howard 
Miller Clock Company, Zeeland, Mich. 






























































TO RETAIL 
FOR ONLY 


$5.00 
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Lrreal WMeatth 
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Sebudmin —H pudid WITH THESE EXCLUSIVE SILVER CITY FEATURES 


% Gift box, gift card explaining the “Talisman” legend, and 
decorations as illustrated. 


% Full mark up for you, even at this low price. 
¥% Free newspaper mats. 


Here's a promotional package that will boost your traffic and sales 
any month of the year. The legend of the “Talisman” glasses is a 
ready-made sales talk, and the low retail price makes ready sales. 
You can lead with the leader when you display and promote 





SILVER CITY GLASS CO., INC., MERIDEN, CONN. 
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A NEW RE-ORDER WINNER! 
in FRANCONIA CHINA 


One of Europe's Finest 


“oH i] 9 
e whine 


A completely successtu! pattern, styled for the trend to ‘'blue”’ 
in new home _ tashior Delphine is also keyed to “lasting” 
favor and popularity. A lovely halo of Forget-me-nots and 
ieaves accented with tleurette clusters in a delicate two-tone 
blending ot De onir im : a ne ra white Tran ucenTt pc rcelain 
in the exquisite Louis XV shape—deftly banded with Platinum. 
5-pc. Place Setting with 10934" dinner plate: $13.00 Retail 
(Slightly higher South & We 


HERMAN C. KUPPER, INC. 


39-41 West 23rd Street New York 10, N. Y. 


(LETTERS... 
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There’s no Business 
like PLUS Business 


% 


A top seller 
throughout 


the exciting 
pattern 
*“Pyramids’ 


. and profit-minded jewelry stores have found our unique 


Impromptu collection of fine china the source of some astonish- 


“plus” business. Reasons why this line sets itself off? 


Quality—backed by our famous “replaced if it breaks” war- 
ranty; function—you can cook, bake and serve in it; price— 
5-piece place settings from $4.95 retail (16-piece starter sets 
from $14.95); and proven style. 


lroquois 


CHINA COMPAN SYRACUSE 9; NEW YORK 


Shown here: 


the nation. . . 


JAPANESE PEARL MARKET: The Fall of 
1957 is the 50th anniversary of the cul- 
tured pearl. During that half-century 
Japan has proudly established the reputa- 
tion of the pearl. In order to highlight this 
point in the history of the cultured pearl, 
Japan will show its concern with quality 
by ridding the market of two tons of in- 
ferior merchandise. 

The knowledge of this project should be 
accepted gratefully by the American im- 
porters and retail consumers. The market 
is being guaranteed enormous protection. 

Recently, United States newspapers 
have publicized this destruction of the cul- 
tured pearl in Japan. The information 
which we have presented above seems to 
have been misinterpreted by American 
newsmen and business concerns. Rather 
than comprehend the action to be taken as 
being of undeniable value, the interpreta- 
tion has been that Japan is anxious to In- 
crease the cost of the pearls. The claim has 
been that the cost has decreased consider- 
ably since May 1956. However, statistics 
show that although average prices did de- 
cline from 1950, to 1955, the 1956 price per 
ounce has been exceeded by over $9 at this 
time in 1957. This should make it obvious 
to all people concerned that Japan does not 
have to resort to methods of incurring a 
scarcity in the pearl market. 

It should be clear at this point that the 
desire to allow the flow of highest quality 
pearls to America can only continue with 
confidence if the exporters cooperate in 
finding an outlet for merchandise which 
they do not want combined with the type 
of goods which they have so diligently of- 
fered to the world. Thus, the destruction 
of the pearls will provide this outlet. This 
is, no doubt, more praiseworthy than try- 
ing to unload third rate merchandise on 
unknowing buyers. 

Our purpose has been to clarify the is- 
sue which brought about great confusion 
when presented a short while ago by the 
press. The need for the public’s compre- 
hension of this seemingly unusual act is 
coupled with the desire to have exporters, 
consumers and admirers of the cultured 
pear! celebrate the past 50 years and look 
forward to even greater superiority which 
shall be known long before the century’s 
close. 


NEW YORK S. MAEDA 
JAPAN PEARL EXPORTERS ASSOCIATION 
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SILVER, CHINA, GLASS (continued from page 179) 
couldn’t understand why credit jewelers were 
willing to let their salespeople waste so many 
hours each day. Whatever it was, the results 
have been gratifying since the advent of our 
dinnerware department 11 years ago. 

“We never anticipated the business we would 
do. Our volume became so substantial that a large 
department store, located in the same block, closed 
its dinnerware, china and crystal departments. 

“Today those three lines account for a third 
of our business. 


“AS WE BUILT UP our tableware department, we 
were delighted to see the calibre of our customers 
improve. This helped our whole business. We 
began to move more expensive rings in our dia- 
mond department, and are now far above the 
national average in unit sales of diamonds. 

“Recently we have heard complaint after com- 
plaint from fellow jewelers about the state of 
their silver flatware business. Yet we can main- 
tain our silver volume, through regular window 
displays, advertising and representing ourselves 
as headquarters for brides. 

“We take full advantage of our opportunity 
to provide brides with their dinnerware and sil- 
verware. The diamond salesman who sells the 
engagement ring gets the name of the bride-to-be 
either from the prospective groom or from the 
bride herself if she comes in to help select the 
diamond. We invite her to visit our bridal con- 
sultant and use the Fostoria bridal registration 
sheets to record her selections. 

“A complete silver-dinnerware-crystal depart- 
ment brings customers in the year round, be- 
cause you—and only you—have the replacements 
and additions to sets that have been started. 
Traffic from replacing breakage is as good, and 
much more profitable, than the traffic to be had 
from running cash specials. 

“The department also establishes you as a spe- 
cial order store with quantities of requests for 
items a jeweler ordinarily would not carry. Is 
there a better way to build traffic? 





“IT IS NOT NECESSARY to run ads for five months 
waiting for June wedding business; or for three 
and a half months waiting for December tenth. 
There is an immediate return. And believe us 
when we say that by keeping our salespeople 
alert to new home furnishings and fashions, we 
keep them young enough and style conscious 
enough to sell well when diamond and watch 
prospects come into the store. 

“When we first started our department our 
jewelry salesmen shied away from it. But now 


they are eager to sell dinnerware, for the sale 
(Please turn page) 
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WINSOME 
CHARM 


that goes straight to 

alte al-t-16 @ne) me -3'1-18 moll) colaal 1a 
Here is true heirloom 
ole] gol -ir-Tiamcommel-lif-4an' 

dal -moelalalelit1-10) @ 


NO. 1614 
$50.00 RETAIL 


BING AND GRONDAHL 


THE NATIONAL 


a ap eg 


FACTORY OF PORCELAIN 


f a f C. er les 
wm KS § 


Cenwr 


Children’s figures, birds, dogs, 
animals, vases, ash trays a 
ore]an)®)(-3¢-mllal-a-t-1ol ammo] | -lel-Mal-lare 
‘Bar-lel-mr-lalemat-lalemer-llane-te 

Wialel-1ap dal -me-dt-p4-8 


st 


NO. 1876 
$17.00 RETAIL 


In-stock service! 
Prompt delivery! 


No packing or cartage 
charge! 


100% profit! 
Nationally advertised! 


ve American Representative for Bing & Grondahl! P 
D. STANLEY CORCORAN, INC. 


7 West 30th Street. New York l, N.Y 
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Solve your Giftware Box Problem... 
and for all! 


72 BOXES 
only ${450 


SPECIAL OFFER! 
216 Boxes 5 40-9 


(3 Assortments 

1 Shipment) 
Buy direct from manufacturer, for dependable supply. 
uniform quality, lower cost. This No. 33 assortment of 
nested fancy gift boxes is ideal for Gift and Art Wares of 
all kinds. Prompt delivery guaranteed. Order direct from 
this ad. Two or three each of the larger sizes . . . five to 
eight each of the smaller ones. Choice of 5 colors, silver 
and white, white modern (embossed), coppertone, paisley or 
Ivory Enamel. Consists of 21 handy sizes from 3x3x3 
to 12x12=x 8. 


Write for illustrated catalog listing 24 other 
special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available 


plain or imprinted, or in special designs. 


“THE PACKAGE IS PART OF THE PURCHASE” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. Lake Street Aurora, Illinois 
15116 Merchandise Mart Chicago, Iilinois 


USE THIS HANDY ORDER COUPON 


Pictorial Paper Package Corp. 


Aurora, Iilinois 


SILVER, CHINA, GLASS (Continued from page 191) 
is large and profitable, and they can get another 
opportunity with the customer each time she 
wishes to replace breakage or add to her service. 
We are getting to know our customers well, be- 
cause we are not only selling them their jewelry 
but directing the taste in their homes. 

“The jeweler who decides to round out his 
volume so that he is busy every day, all day, 
rather than just week ends and, perhaps, Mon- 
day, must make up his mind to spend a buyer’s 
salary for someone to contro] the department, 
plus an additional salary for a better-than-aver- 
age salesperson. (This married 
woman, as the department requires a good deal 
of housekeeping!) 


should be a 


‘‘4 LARGE VOLUME IS TO BE HAD, if credit jewelers 
stay within the middle-class spending bracket. It 
is not necessary to inventory costly china; and, 
although we do have a sterling department, our 
biggest volume is done in plated flatware. We 
carry Fostoria and Imperial crystal, but large 
volume comes from the $12-a-dozen variety of 
stemware. 

“In other words, by keeping the merchandise 
within the level of the middle-class pocket, it 
is possible to corral the department-store vol- 


ume.”’ Zee 


Mustaches were droopy 
... but not drippy! 


Grandpa may not have kept a stiff upper lip 
but he had to keep a dry one. Mustache cups such 
as these were a big help. 

Jeweler M. T. Bisanar, of McAlester, Okla., 
displayed them recently in his window on East 
Choctaw Street and they drew a lot of attention. 

Mr. Bisanar displays collections of all sorts of 
things for their publicity value. He is going to 
have one of guns and another of old coins. 














the | 
empty cart 
makes the most noise 


old Chinese proverb 






No need tor us to shout. 


The beauty of the new S\ racuse 

Celadon Green speaks for itself. Here 

is the perfect answer for a green 

that goes well with almost everything. 
Its extraordinary sales-appeal has 

been proved in extensive consumer testing, 
and, piost bmi portant ‘ae YOU," 

in actual store sales. 

We are calmly confident of a success even 
greater than Svracuse Blue. To that end 
we have quietly stockpiled Celadon Green 


in Grandeur and Splendor patterns. 


to hack Your orders, 
the color advertisement 


shown here will appear in 


the following 
impressive list of 
° magazines: 


LADIES’ HOME JOURNAL, October 
BRIDE’S MAGAZINE, Winter issue 


HOUSE BEAUTIFUL, November 


SEVENTEEN MAGAZINE, January, 1958 

HOUSE & GARDEN, January, 1958 

MODERN BRIDE, Spring issue 

LIVING FOR YOUNG HOMEMAKERS, February, 1958 





Syracuse China Corp. * Syracuse 1 * New York 
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NEW FASHIONS FOR YOUR TABLE 






INSPIR D~ Y PRICELESS 
: <y 
MUBEUM PORCELAIN 


. Celadon Green, first created a thousand 


years, ago by ancient Chinese porcelain makers 


during the Sung Dynasty, now authentically 


Pd 







ed with all its poetic beauty 
in fine china by Syracuse. 
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Above: GRANDEUR, Syracuse Celadon edged in gold, 
sophisticated flower motif in center — 19.95 five piece place setting. 
Also available: SPLENDOR, Syracuse Celadon edged in platinum, 
same center — 18.95 five piece place setting. 






















GP Gift Wrappings have a talent 
for pleasing your customers... 


els the Same on Both Sides 
e Strips into Desired Widths 
e Curls Easily 


Make perfect bows every time 
with the Satintone Bow Machine 
SAVE TIME! 


SAVE MATERIAL! 
e Sets up anywhere in store 


e Pre-make bows during slow periods 
e Absolutely safe to operate 


only $3450 





¢ 3 
4 


Beau-Mor* Multi-Bow Maker 


*Trade Mark Pat. applied for 


the nicast gifts are Bg wrapped. 


GIFT WRAPPINGS...for resale...for store use...are created by...CHICAGO PRINTED STRING CO. 
2300 Logan Bivd., Chicago 47, Illinois » 225 Fifth Ave., New York « Clifton, New Jersey 














RECONSTRUCTION (from page 128) 

is insulated and contains the natural quartz-crys- 
tal feed material. The temperature maintained in 
this tube is about 355°C. The other tube, at about 
345 C, contains a long rack on which are mounted 
a number of slices of quartz which serve as the 
centers for the new crystal growth. 

Hach unit of two tubes is mounted on a rocker, 
so that they can be tilted back and forth to aid 
the circulation. Three cycles each minute keep 
the flow pretty active. 

Clevite-Brush adopted this method because of 
their success in growing crystals of Rochelle salt. 
This water-soluble compound also forms piezo- 
electric crystals, obviously much less durable than 
quartz. They are the crystals that are used in 
phonograph arms. The pressure of a needle vi- 
brating against them varies the electrical current 
into which its charges are fed and produces sound 
in a speaker after amplification. 

Quartz-crystal growth with this rocker system 
has progressed very rapidly, and the commercia! 
success has drastically changed mineralogists’ 
ideas about the rate at which crystals grow. Ad- 
mittedly these are ideal solutions, but only a few 
vears ago a geologist, being asked how long this 
quartz crystal or that aquamarine took to form, 
would say, with a show of great authority: “Oh, 





a million years or so.” Today it looks as if that 
had been a slight overestimate; for Brush grew a 
5000-carat crystal (or one kilogram, 2.2 lbs.) in 
78 days. This is about the largest they have grown, 
but Bell’s biggest is just about the same size. 

Seed crystals are used to make certain that the 
quartz grown will have the best structure. Quartz 
crystals if naturally started, might be too fre- 
quenty twinned, like those of nature, and they 
would certainly be long and slender. To get breadth 
in quartz from unseeded crystals would take many 
years; with large cross-section seeds, all the crys- 
tals start with the proper width. 


THE GROWING OF SMALL EMERALD CRYSTALS Is a 
much slower process. Some 13 months are said to 
be needed for the best crystals, and they are con- 
sidered complete when they average a few carats 
in size. Plain beryl, or aquamarine, is equally 
complex in structure, but might be grown faster. 
We have long noted that the chromium impurity 
seems to constitute an additional complication in 
the beryl structure which inhibits the growth of 
large crystals. In nature, at least, we never find 
large emerald crystals which can compare with the 
other varieties of beryl. Also they are generally 
seamed, cracked and flawed. Attempts at hastening 


(Please turn page) 





with their silverware... 


, 9 <0» PACIFIC Silvercloth 


Fy) nf) will guarantee a brighter sales story 
for YOU... 


Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard ... it’s the silver cloth she will ask for. 


Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
adds more profit to your sales. 






PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


Dept. SC53, 1430 Broadway, New York 18, N. Y. 
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RECONSTRUCTION (from page 193) 

the process in the taboratory merely lower the 
quality of the production, so that it ceases to be 
economic; the 13-month period appears to be about 
the optimum compromise between economic pro- 
duction and acceptable quality. 

Til) now, Mr. Chatham has been reluctant to 
divulge details of the process he uses. However, 
examination of uncut specimens shows them to be 
crusts of crystals, commonly arranged in _ sub- 
parallel clusters. This suggests that, like quartz, 
the crystals are “‘seeded,” the new growth rising, 
perhaps, from slices of natural or earlier Chatham 
crystals. The result is that they grow in parallel 
crystal rods which will not interfere with one 
another. The absence of any other sort of externa! 
deformation of the crystals shows that they have 
grown in a liquid medium which did not hamper 
their development. The round solution pits, re- 
sembling holes punched in some crusts over molten 
glass suggests a downward growth of the crystals. 
which form a crust at the top of the container. 

Chatham cultured crystals are unlike those of 
natural occurrence and are easy to identify in 
their uncut state. Mr. Chatham appears to have 
achieved considerable control over the growth of 
his little crystals, and he can vary their appear- 
ance. But so far, good internal quality shows up 


only in the little crystals. The larger they grow, 
the more the accumulating strain piles up to 
deve!op the characteristic flaws of almost any 
emerald. Hence we find the economics the same 
as in natural emeralds—their cost per carat multi- 
plies with size. 

The first article in the JEWELER’S CIRCULAR- 
KEYSTONE on the then new Chatham cultured 
emerald appeared in July, 1941. It told of the 
accomplishment achieved in the growing of crys- 
tals and noted the difficulties of recognition. Many 
years have now passed, years of steady and con- 
centrated work on Chatham’s part. Progress is 
slow in producing good quality stones of only a 
few carats. The original article followed an item 
in the New York papers describing a display of 
some of the early German stones of the I. G. Far- 
benindustrie production. That release stirred up 
a vigorous reaction from part of the trade—a 
part which, ostrich-like, wanted to keep from ad- 
mitting even to itself that the new products really 
had considerable merit. In order to refute claims 
made by some members of the trade that those 
stones were not confusing, an experiment was 
tried. Several of the larger Fifth Avenue jewelers 
were visited with the stones in hand and, without 
a single exception, even after all the teapot tem- 
pest, the “experts” looked at their questioner ag 


There's Money for you in 
Modern Swedish Design in its 


most romantic mood 


Modern Swedish Craftsmanship 
most practical guise 


Gense 


Stainless Steel Tableware Crystal 


Ferrum & Canton 
Cook-Serv-Ware by Klafrestrom 


in 


Boda Hand-Blown 
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GENSE OF THE V 
| 1685 BROAD 


East of thé” Mississippi 
GENSE IMPORTS, LTD. 
Branchville, N. J. - | 
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if he were foolish to ask about stones which, though 
small, were so obvious.y emeralds. 

So let it not be said that the jewelry trade does 
not progress in its appreciation of objects of real 
merit and in its respect for the scientist. Only a 
very few old-time jewelers will now say that Chat- 
ham cultured emeralds cannot compare with fine 
natural emeralds. Those who want to should try 
for themselves the experiment of 17 years ago 
and go out with a nice Chatham emerald and see 
what responses they get. 

The most frequent and honest answer will be 
(and this is really a disgraceful situation) that no 
laboratory instruments are available and so the 
stones cannot be tested. Next (but this is a min- 
iscule number) there will be a test either in the 
store or in the AGI laboratory and a correct identi- 
fication made. Lastly, some will call them genuine 
emeralds, but probably not back their opinion up 
with cash. 

The responses will show that the jeweler, 
whether he can identify the stone or not, now 
knows that very superior cultured emeralds are 
on the market and that they are hard to spot. That 


is progress! Zee 


Prize-winning window 


a7 


Reddie-Kilowatt with his blinking light-bulb 
nose dominated this window of Baranov’s Jewelry 
store in San Diego. Installed to tie in with a local 
“Live Better Electrically” promotion, the display 
won first-place honors in a nationwide contest 
sponsored by the National Electrical Manufac- 
turers Association. 

The window looks out on the heavy-traffic in- 
tersection of Broadway and Fifth Ave., and is 
used only for showing electrical items, clocks and 
radios. 
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TO MAKE 
SALES FOR YOU 


New pocket-size dec 
Orating booklet, ful 
of 4-color room set 
tings, is available to 
Me ene 
printed with your 
store name, at cost! 
Write for free. copy 
further information 


and new1957 catalog 


Syrac Si 
Ornamental Co., Inc 
Syracuse 2. New York 








LOOKING FOR A JOB? 
NEED SOME HELP? 


USE 


JEWELERS’ CIRCULAR-KEYSTONE 
CLASSIFIED AD SECTION 


See page 239 for 
rates & regulations 











EARRINGS 
YOUR MOST 
‘PROFITABLE LINE 
OF 1OK fF. AND — 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturers of Quality Earrings 


807 OF YOUR 
O CUSTOMERS 
HAVE OLD WATCHES! 


Guide them to an ORIGINAL" 
TREASURE DOME¢:-.m.r63) 


@ Nationally Advertised @ Proven Sales 
Of everlasting GENUINE DUPONT LUCITE 

break resistant . with crystal 
clearness seldom found in glass . . . with 
polished hardwood bases of mahogany, 
ebony or blond. An heirloom watch 
becomes a modern, useful timepiece. 
(Develop extra repair jobs.) 


NOW AVAILABLE AT YOUR JOBBER 
_. «+ OF write Carol Beatty, 463 Beatty 
Bidg., Hollywood 46, California. 


—— $4.00 KEYSTONE — 














Briefray 


JEWELRY EXCISE TAX COLLECTIONS during the second quarter of 1957 were 1.5 per cent 
greater than for the corresponding 1956 period. Similar excise taxes imposed 
upon the retail sale of furs and toilet preparations had larger gains--7.7 
per cent and 7 per cent respectively 


JEWELRY TAX COLLECTIONS FOR THE FIRST HALF OF 1957 rose 1.8 per cent over the 
Same period in 1956--indicating, of course, a slight increase in the retail 
sale of items classified for tax purposes as jewelry. 





DO JEWELERS FAVOR STERLING SILVER PROMOTIONS? They do, overwhelmingly, judging 
from the results of a dealer survey made by Wallace Silversmiths of Walling- 
ford, Conn. All but 20 of some 300 dealer replies favored sterling pro- 
motions in one form or another. 


BEST REASONS FOR STERLING PROMOTIONS, according to jewelers, is that they 

are good store-traffic builders, bring in new customers both for sterling and 
for other items, renew the interest of old sterling customers, and help over- 
come fears that sterling iS too expensive. 


NOT JUST ANY PROMOTION WILL DO, THOUGH. Dealers felt that the wrong kind 
of promotion will degrade sterling, that promotions should maintain the 
dignity befitting sterling, and that they should not be too frequent. 








WATCHMAKERS PRACTICING IN FLORIDA MUST HAVE A STATE CERTIFICATE, Florida Watchmakers 
Commission says. The five-man body, appointed to administer the watchmakers 
certification law created by the last legislature, states: "All watchmakers 
practicing in the state as of June 6, 1957 are eligible for certification 
without examination, provided they apply to the secretary before Dec. 6, 1957." 


"WATCHMAKERS NOT IN ACTUAL PRACTICE ON JUNE 6, 1957," the law says, "may apply 
for examination by writing to Mr. Herbert Strong, secretary, Florida Watch- 
makers Commission, Box 3164 MSS, Tallahassee." The rules are being printed 

in booklet form. Non-licensed watchmakers will be subject to prosecution, 

the commission warns. Members are: R. T. Harris, president; Herbert Strong, 
secretary; Ernest Thomas of Miami, vice-chairman; Herbert Underwood of 
Jacksonville; and Sam Pringle of Lakeland. 





OF JEWELRY WHOLESALERS HELD THE SAME LEVEL in July 1957 as in July 1956. 
seasonally, July sales fell 10 per cent below those of the preceding month. 
sales of durable goods generally were 6 per cent greater in July ‘57 than in 
July '56, with furniture and hardware wholesalers realizing big gains. 


DEPARTMENT STORE SALES OF JEWELRY ITEMS for the first six months of 1957 had slight 
downward trend, compared with saies figures for the first half of 1956. 
Here's how sales went, by categories: silverware and jewelry, down 3 per 
cent; costume jewelry, down 5 per cent; fine jewelry and watches, down 
4 per cent; and clocks, up 1l per cent. 


LATEST FASHIONS IN WOMEN'S JEWELRY WILL BE SHOWN in Providence Oct. 8, to 
members of the American Association of Sunday and Feature Editors. The 
Sunday newspaper editors and magazine feature editors, in Providence for 
their convention, will see Charlotte Thompson of the Fashion Coordination 
Institute, newly-formed Jewelry Industry Council promotion group, present 
the jewelry fashions showing. 


MARRIAGES WERE PERFORMED in the first seven months of 1957 than during the 
corresponding 1956 period. The per cent decrease in the number of mar- 
riages was 1.6. During the month of July '57, 124,000 marriages were 
reported. This is a 3.l per cent drop from July 1956 figures, when some 
128,000 marriages took place. 
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Weten’s NAME 
ADDRESS 


for every Jeweler in America! 


For 15 years, jewelers everywhere have made ELLANAR 
Jewelry Cleaner and Silver Polish their favorites. These 
two fine products are easy to sell, offer a full markup, 
build satisfied customers and increase store traffic. No 
other products bring customers back for repeat sales as 
often as ELLANAR. Such quality, such product loyalty can 
do wonders for your store, too. The more often your 
customers return for moderately priced items, the more 
often they’re exposed to your fine jewelry and watches. 


You make higher unit sales. If you haven't tried this sure- 
fire formula, now is the time to take advantage of this 
successful merchandising device. 


With every order of one gross or more, your store name 
and address are imprinted FREE on the back of each jar 
and bottle. FREE window and counter displays, FREE mat 
service. Use the form below to order NOW. You can be 
billed through your wholesaler. 





ELLANAR JEWELRY CLEANER 


Unexcelled. for jewelry, eye 
lasses, crystal and military in 
Just dip, dry, admire 
8 oz. jar with 
brush retails for 65¢ 
Cost to Retailer: 


1 Doz.—$4.50 6 Doz.—$25.50 
1 Gross—$46.75 


For Shop Use: 
Qt.—$1.25 Gal.—$4.00 


ELLANAR 
SILVER POLISH 


Exclusively ‘flood-treated’ to keep 
silver tarnish-free for a longer 
time. Never settles out. Kind to 
hands. Economical to use. 


ELLANAR 
JEWELRY 
SERVICER 


Exclusive L & R Safety Cleaning 
Tray and giant 16 ounce jar of 
Ellanar Jewelry Cleaner with 
brush. 


Retails for: 8 0z.—65¢, 
16 oz.—$1.00, 32 oz.—$1.75 


1 Doz.—$8.50 


Cost to Retailer: 
8 02. 16 02. 32 02. 
Cost to Retailer: 1 Doz. $ 4.50 1 Doz. $ 7.00 1 Doz. $12.25 
6 Doz. —$48.00 6 Doz. $25.50 6 Doz. $39.00 6 Doz. $68.50 
1 Gross—$90.00 1Gr. $46.75 1Gr. $72.00 1Gr. $126.00 


Retails for $1.25 











L & R MANUFACTURING COMPANY 
977 ELM STREET, ARLINGTON, NEW JERSEY 


Please send me the following order and Dill 
through wholesaler specified. F.0.B. Arlington, N. J. 


ELLANAR JEWELRY CLEANER 
8 02. Ot. 





FIRM NAME______ 





BY 











a 





ELLANAR JEWELRY SERVICER 
16 02z. 








(City) (State) 


WHOLESALER’S NAME 








ELLANAR SILVER POLISH 
8 07. 16 072. 32 02. 


WHOLESALER’S ADDRESS 











ATTACH EXACT COPY FOR IMPRINT. 





(City) (State) 





“When we 
promote GIRARD FRRFEGAUX 
we know siecle 
that nobod 
can undercut 
our price...~ 








“We enthusiastically promote Girard Perregaux 
because we know that customers who look at a GP 
in our store can’t go to another store and buy it 


says Mr. Roger W. Briney 
of Roger W. Briney Jewelers, 


at a cheaper price.” 


i “Girard Perregaux’s wonderfully simple price 
Kokomo, Ind. protection program is a real boon to our sales and 


security. And GP’s hundreds of styles are so beau- 





tiful, that most of our customers are amazed to find 
that such expensive looking watches are priced, 


mainly, between $49.50 and $100.” 


‘It has been a source of great satisfaction to sell a 
watch that really thrills the customer and stands 


behind the dealer with unequalled fairness.” 


GIRARD PERREGAUX e FINE WATCHES SINCE 1791 


610 FIFTH AVENUE - NEW YORK 20, N.Y., PHONE COlumbus 5-2568 
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Jewelers Hope for More Help from Congress 
After January Than They Got This Year 


Congress, preoccupied with civil 
rights legislation, school and for- 
eign aid programs, and_ labor 
racketeering, did little to either 
help or hurt businessmen this year. 

Next year, when all members of 
the House of Representatives and 
one-third of the Senators will be 
running for re-election, it will be 
a different story. The usual elec- 
tion year maneuvering will pro- 
vide a big push behind many of 
the measures sidetracked this year. 

Bills which moved part of the 
way through Congress this year 
will be dormant until the law- 
makers reconvene Jan. 7 for the 
second session of the 85th Congress 
(a Congress lasts two years). 

Among the major 
stalled this year which should be 
in the spotlight next year are: 

°e ¢ Tax cuts—Despite all the 
cautioning words from the White 
House and from some Congress- 


measures 





~ 
he, 

., 

iv 


* 


t. 


he 


ie 
a a 


SPARKLE: Arlene Francis 
named the most _ sparkling 
feminine personality in televi- 
sion, was acknowledged by the 
Ring Guild of America, who 
presented her with the heart- 
shaped amethyst’ ring’ she 
_models here. 
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men, 1958 will see a real drive for 
a good-sized tax cut, top Con- 
gressional leaders say. Question 
will be which party will lay claim 
to the credit. One of the principal 
proposals will be a measure intro- 
duced by Reps. A. N. Sadlak, (R., 
Conn.) and A. S. Herlong, Jr.., 
(D., Fla.) which would put a ceil- 
ing of 42 percent on both corpora- 
tion and individual taxes. 

© © Minimum wage extension— 
Backers of extending the minimum 
wage to retailers, farmers and sev- 
eral other now-exempt' groups, 
were largely responsible for the 
bill’s failure this year. They were, 
in large, unable to compromise on 
how many additional workers, and 
in what should be 
brought under the law. Next year, 
they will probably have their dif- 
ferences settled, and may get a bill 


industries, 


through. 
© ¢ Watch 


this controversial 


tariffs — Action on 
front by Con- 
gress centered in the U. S. Tariff 
(Commission, which recommended 
after a required study that no 
change should be made in existing 
tariffs. Outcome of the much-de- 
layed Office of Defense Mobiliza- 
tion study will determine what if 
any action Congress will consider 
in 1958. 

© ¢ Excise 


taxes — The  law- 


makers ignored pleas for reduc- 
tions In excise tax rates, attempt- 
ing instead to streamline the 
technical aspects of present excise 
tax laws. A measure was prepared 
by the House Ways and Means 
Committee, but is still pending. 
The Committee will begin in No- 
vember to consider further changes 
in the regulations, and also to draft 
changes in excise rates, so some 
reductions are possible next year. 


GOOD GOLF, GOVERNOR: 
Arthur B. Langlie, right, former 
governor of Washington, and 
now president of McCall Corp., 
flashes a victory grin as he re- 
ceives silver niblick plaque, 
first prize in Oneida Silver- 
smiths’ annual golf tournament. 
Oneida vice-president Dudley 
E. Sanderson presents’ the 
award to Langlie, whose gross 
79 score on Oneida’s Kenwood, 
N. Y., course bettered the 81’s 
posted by runnersup W. C. 
Richardson and Edward A. 
Daly, both of Life magazine. 
Boss Richardson lost to as- 
sociate Daly in a sudden death 
playoff, then lost again in a 
low net score playoff with Jack 
Reiss, eastern manager of 
American Weekly magazine. 

© @© Small business aid—lIn ad- 
dition to tax cuts, a host of pro- 
posals to aid struggling small firms 
were flying around the Capitol and 
throughout the government. Elec- 
tion vear politics may see some of 
them adopted. 

© @ Other measures which re- 
ceived little or no attention this 
vear, but are apt to pass next year, 
include: A postal rate increase 
averaging about 33 percent; ex- 
pansion of the social security pro- 
gram; tightening of the laws 
covering employers who fail to pay 
income and social security taxes 
withheld from employees, and an 
expansion of foreign trade. 





Prestige, Knowledge, Integrity Most Important 
Products of Jewelers, Ohio Convention Hears 


Some 2000 retail jewelers spent a 
busman’s holiday in Cincinnati over 
the Labor Day week end, listening, 
learning—and buying. They con- 
verged there from six states to at- 
tend the annual Ohio Retail Jewel- 
ers Association convention and re- 
gional jewelry show. 

Much of the newest in fall and 
holiday merchandise was pre- 
viewed; in addition, those jewelers 
who attended the convention gained 
valuable information on jewelry 
store operations, future watch mar- 
ket prospects, diamond sales, Opera- 
tion Cherub and business ethics. 
Four top speakers and a panel of 
successful retailers presented the 
topics. 

Edward Spitznagel of George E. 
Newstedt & Co., Cincinnati, panel 
member who discussed fiscal store 
planning, stressed the need for con- 
stant surveillance of inventory, for 
rapid stock turnover and for elimi- 
nation of “dead” items. 

Other panelists Raymond Hay, 
William Kahn, Howard Evans and 
Lester Thomas told the audience of 
the successful use of radio and TV 
advertising, the importance of sales 
training for store personnel, the 
prestige value of a gift department 
and the advantages of a special 
order department in building store 
reputation. 

A question-and-answer period fol- 
lowed the panel presentation. 

The necessity of “selling” con- 
sumers on the prestige, knowledge 
and integrity of the jeweler was 


JEWELRY BUYERS at the big regional jewelry show in Cincinnati during the 
Ohio RJA convention look over some of the 75 exhibitors’ lines. 
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Olin Pritchard: President Re-elect. 


emphasized by Robert Russell, ac- 
count executive for Marschalk & 
Pratt advertising agency. He said 
that discount merchandising compe- 
tition can be met if jewelers con- 
tinue to build their businesses on a 
long-time basis, and if they employ 
the special “know-hows” that good 
jewelers possess. 

Al Schachman of Hamilton 
Watch Co. illustrated, with slides, 
the basic construction of the elec- 
tric watch. He allayed audience 
fears that the electric watch would 
practically eliminate the need for 
repair and servicing, pointing out 
that the power source of the new 
timepiece needs periodic replace- 
ment, and that the watch itself 
needs cleaning and oiling, just as 
does the conventional watch. 

George D. Skinner of N. W. Ayer 
& Son advertising agency outlined 
successful publicity methods of both 
small-town and city jewelers in 


AID FOR CHRISTMAS HELP: 
The editors of Jewelers’ Circu- 
lar-Keystone have prepared a 
32-page booklet entitled “Fit- 
ting into the Selling Picture,” 
especially for the indoctrina- 
tion of extra Christmas help. 
The booklet provides the basic 
selling facts on diamonds, 
watches, silver and other staple 
jewelry store lines. It is being 
made available at 50¢ per copy, 
as another JC-K service to the 
trade. For your order, write 
Jewelers’ Circular - Keystone, 
Chestnut and 56th Sts., Phila- 
delphia 39, Pa., or fill out and 
send handy ordering coupon on 
page 97. 


boosting diamond sales. Skinner's 
presentation was supplemented by 
a film on the N. W. Ayer-sponsored 
diamond awards program, in which 
he urged jewelers to participate. 
His address is being reproduced for 
distribution to interested retailers. 

All Ohio RJA officers were re- 
elected for a second term. They are: 
Olin Pritchard of Wooster, presi- 
dent; Harley Benedict of Delaware, 
vice-president; Hugh Beattie of 
Cleveland, secretary; and Mrs. C. S. 
Johns of Berea, treasurer. 





LONG, LOW LOOK: Mrs. Rose 
Klein of Klein’s Jewelers, 
Utica, N. Y., looks quite 
pleased, as does her daughter 
Diane, with the _ pedigreed 
dachshund she won from Bab- 
cock, Inec., during the recent 
ANRJA show in New York. The 
dachshund event helped intro- 
duce the longer, lower look in 
'the new Babcock jewel cases. 
Babcock’s vice-president Max 
Green is shown admiring the 
prize pooch. 





California Convention Hears Five Panelists Talk 
About “The Woman's Touch in the Jewelry Store” 


Two lively panel discussions 
one by the men, the other by the 
ladies—were among the many en- 
trees on the business menu served 
to members of the California Re- 
tail Jewelers Association during 
their Sept. 
Berkeley, Cal. 

The ladies led off on opening 


1-3 convention in 


day with an audience-participa- 
tion seminar on “A Woman’s 
Touch in the Jewelry Store.” Panel 
members were Mrs. Helen Wilson 
Shoemaker, Mrs. Irene V. Dover, 
Mrs. Maxine E. Marek, Mrs. Alfred 
Rossetti, and Mrs. Henrietta Col- 
lier. 

The men’s panel the _ follow- 
ing afternoon moderated audience 
questions and opinions regarding 
credit, buying, selling, advertising 
and public relations. 

Four featured speakers deliv- 
ered addresses during the three- 
day meet. Don Hunter, western 
sales promotion manager of Trans 
World Airlines, spoke on “How 
to Use Sales Promotion in Every- 
day Selling.” Vernon Anderson, 
west coast ad manager of Look 
magazine, gave a_ promotional 
boost to the Operation Cherub 
campaign. 

Tips on increasing gem sales 
were given by Al Woodill, execu- 
tive director of the American Gem 
Society. And Robert B. Westover 
of Foote, Cone, and Belding ad 
agency in Los Angeles, presented 
new ideas on selling fine watches. 

Other included 
sideration of an insurance pro- 
gram with Washington-National 
Insurance Co., and election of 1957- 
‘58 officers at a board of directors 
meeting. New president is John 
B. Machado of Los Banos. Ma- 
chado has been first vice-president 
for the past year. Wallace Bin- 
ford of Van Nuys was elected first 
vice-president and Richard Kern 
of Santa Barbara is new second 
vice-president. Elected treasurer 
was Herman immediate 
past executive secretary. His suc- 
cessor is Mrs. Collette Harrison 
of Los Angeles. 

Convention entertainment  in- 
cluded the annual cocktail party 
and buffet dinner for all conven- 


business con- 


Siegel, 
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tion registrants, the annual CRJA 
banquet and dinner dance, and a 
colf tournament at the Silverado 
Country Club in Napa. 

The Golden Nuggets, traveling 
group of California, 
conducted their annual 
and election of officers during the 


salesmen’s 
meeting 
meet. New president of the or- 
ganization is Jesse Linzer, of Van 
Craeynest and Linzer, Inc., 461 
Bush St., San Francisco. The Nug- 
gets were also co-hosts at the 
cocktail party and buffet dinner. 


Costume Jewelers Adopt 
Association Quality Seal, 
Schedule By-Laws Vote 


A seal of approval for the cos- 
tume jewelry industry has 
adopted by the National Associa- 
tion of Costume Jewelers, whole- 
salers’ group formed last May. 

The new emblem will figure prom- 
inently in the association’s bid for 
public recognition and for promot- 
ing ethical practices within the cos- 


been 


co. is as 
gig Iv” a Fe 


tume jewelry industry. Other ob- 
jectives of the group are: estab- 
lishment of fair trade standards; 
campaigns to persuade manufactur- 
ers to sell through wholesalers in- 
stead of directly to retailers; and 
general policing of wholesalers’ ac- 
tivities. 

A board of directors meeting in 
New York in August outlined plans 
for a membership drive. Some man- 
ufacturers, who sell exclusively 
through wholesalers, may be ad- 
mitted as associate or afhliate mem- 
bers. 

The directors and members will 
meet Oct. 27 and 28 respectively at 
the Sheraton-Biltmore Hotel in 
Providence, during the 10-day 
United Jewelry Show. By-laws will 
be proposed for adoption at the 
latter meeting. 

Alfred Herz, of Alfred Herz Co., 
New York, president of the associa- 
tion, said an extensive advertising 
campaign is being scheduled, with 
the consumer the target of promo- 
tion efforts to spur interest in cos- 
tume jewelry. 

Costume jewelry sales increased 
slightly in 1956 over 1955. Filled 
and novelty jewelry contributed 8.3 
per cent to total store sales of the 
“typical” jewelry store in 1956, as 
compared with 8.1 per cent in 1955. 


~ ‘*¥ ~ . 
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MILLION DOLLAR PROJECT: Louis V. Aronson II, center, president of 
Ronson Corp., breaks ground at the site of the company’s new executive 
offices and warehouse in Woodbridge, N. J. The planned ultra-modern struc- 
ture should be ready for occupancy early next summer. Participating in the 
ceremonies Sept. 5, from left, are: Harry Tepper, Ronson general counsel; 
Paul L. Troast, president of Mahony-Troast Construction Co., builders; Mr. 
Aronson; Hugh B. Quigley, Woodbridge mayor; and B. B. Bond, vice-pres- 


ident of Ronson’s shaver division. 





—U. S$. Watch Manufacturers 
Ou ge a () Urge Speedy Completion 


Of Watch Imports Study 


- Domestic watch manufacturers 
went to Congress in the closing 
days of this yvear’s session In an 
effort to expedite the Govern- 


ment’s long delayed study of the 
watch import problem. 

In a letter to Sen. Everett 
Dirksen (R., Ill.), Paul F. Mickey, 
vice president of the American 
Watch Manufacturers Associa- 
tion, complained that the indus- 
try’s situation has further ‘“de- 
terlorated” in the seven months 


since the Office of Defense Mobili- 
2-SPEEDS zation held public hearings. 
... with push-button control—3% ips Report Promised ‘Soon’ 


for extended record and play back time... | (George B. Beitzel, assistant 


7¥2 ips for that added measure of fidelity. director of ODM who heads up 


the watch study, said last month 


I X RY TYLED the report would be issued “pretty 

- soon,” but refused to be specific. ) 
j ; Mickey said that employment 
Compact and lightweight... ultra-smart in pi — 
two-tone luggage-type carrying case affixed with 


the finest appointments .. . Weighs only 15 Ibs. 


on watch production has dropped 
from 3,955 in 1956 to 3,300 and 
that imports of jeweled watch 
movements’ (7,062,000 in 1956) 


LOWEST PRICE have increased to an annual rate 
of 7,900,000 so far this year. Do- 


No other tape recorder offers so much mestic watch product ion in 1956 
value at such low cost. was 2,066,000 movements, Mr. 
Mickey said, but 1957 production 
is running at a rate of 1,622,000 


units. 


Domestic Profits Slipping 


Asserting that the profits of 
two American watch firms have 
slipped badly this year, and that 
their return on imported move- 


Complete with deluxe 5 Ga m\ ee “UU i ments has been much better than 
microphone, one hour ree! a iy a J 


on domestic ovements, Mr. 
of tape and take-up reel. ym m nts 1 


a ' Mickey said: 
Higher in the west ; A Ze 7, i, “The companies have no choice. 
A ‘ee They must supplant all unprofit- 
able domestic production by im- 
ports and must do so very 
promptly unless decisive action is 
Model 1960 taken by the government to estab- 
lish conditions which will provide 
a sufficient volume of domestic 
production to reduce unit costs 
and increase profit.” 

He said that domestic com- 
panies are now producing at only 
40 per cent of capacity, and that 
operations at about 85 per cent 


A Product of TELECTROSONIC CORPORATION are needed to put the industry on 
35-18 37th Street, Long Island City, New York _ a paying basis. 





Texas RJA Elects New Officers During Convention, 


: yi “ “4 . 
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Everts Armstrong 
Miller Sheftall 


Brodkey 


Election of new officers, and pas- 
sage of a resolution pledging more 
service to the jewelers of Texas 
marked the 5lst annual convention 
of the Texas Retail Jewelers As- 
sociation. 

Also begun at the convention and 
fall gift show, held Sept. 1 at the 
Adolphus Hotel in Dallas, were the 
planning steps for a drive next vear 
to regain second place in member- 
ship standing among state associa- 
tions. 

Guest speaker was Robert J. 
Kunder, director of advertising and 


Barnes 





JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N. Y. 
Ju 6-0697 











NYE’ Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 


~ Pate SS NOM AS 
> NS >» 


fifetime 


WEDDING RINGS 


Experts have created the world's ;. 


newest gold wedding rings. You'll 
hear more — much more about 
the profit producing Lifetime 
Wedding Rings 


THE LIFETIME CO. 
119 Edison Pl., Newark 5, N. J 
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Jacobs 
Purdue 


Ragsdale Rosenburg 
Noble Stinnett 


sales promotion for Hamilton 
Watch Co. He spoke on behalf of 
the committee for Operation Cher- 
ub. Tola Tumbleweeds, southwest 
jewelry salesmen’s group, held a 
reception for convention and show 
participants. 

Officers and directors elected for 
the 1957-58 term, shown in photo 
with immediate past president 
Dolph Miller, are: Lloyd Noble of 
Houston, president; Linard Stin- 
nett of Pharr, first vice-president; 
Dell Sheftall of Austin, second 
vice-president; B. O. Purdue of 
Crockett, director; Bob Brodkey of 
Corpus Christi, director: 
Everts of Dallas, honorary chair- 
man of the board; 


Myron 


»ob Armstrong 
of Waco, director; Vernon Barnes 
of Victoria, director; Charles Rags- 
dale of Smithville, director; W. L. 
Dostal Rosenburg, director; and 
Gus Jacobs of Baytown, director. 

Directors not pictured are: J. 
Lewis Lopez of Galveston; Rigsby 
Hammond of San Antonio; and 
Wm. R. Katz of Dallas. 

The 1958 convention will precede 
the fall gift show in Dallas. 


ACRES OF DIAMONDS: 
Going Cyrus McCormick one 
better, the Russians claim to 
have invented, (honest Ivan!) 
a harvesting machine—for dia- 
monds! Moscow Radio tells of 
“a locating and _ harvesting 
machine” for Russia’s newly- 
discovered Siberian diamond 
fields. It is said to perform 
almost automatically, locating 
and extracting the gems from 
the earth. 





Sell 
LITTLE PRECIOUS 


P<. 
Combine popular “Little Precious” 
jewelry; this handsome 36 piece red 
leather-grained counter display case; 
the ever growing baby market, and 
thot means sure sales for you. Ask 
your Barrows wholesaler 


IT'S GOOD FOR THE 
LUSTRE 


Because of their beauty and perfection, 
there are no limits to the amount of 
pampering TOGA pearls get. You'll 
know what we mean when you see 
them—and so will your clients. 


WRITE TODAY FOR FREE NEW CATALOG show- 


ing the complete line of necklaces, chokers 
and cultured pearl jewelry. 


Memorandum selection rushed upon request 


A Division of Maurice Goldman & Sons 
10 W. 47 St. 
Suite 903 PL 7-5764 PL 7-8293 


New York, N. Y. 
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Sessions Announces Winners in 
Guess-the-Date Clock Contest 

Jacob J. Simons of Panes Jewel- 
ry, Inc., Poughkeepsie, N. Y., won 
first prize in a contest sponsored 
by Sessions Clock Co. during the 
ANRJA show. 

Simons was the first person to cor- 
rectly guess the date of manufac- 
ture of an old Sessions clock. The 
in perfect working 
First 
prize was a choice of either a Ses- 
sions melody chime or cordless wall 
clock. 


museum piece, 
condition, was made in 1903. 





NEVER BEFORE 
SUCH VALUES 


2 | 
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~ sowen 


Chrome Top 
Stainless Steel Back 
Fashionable Steel Exp Bracelet 


$149> #259 Stainless Steel Case 


Expansion Bracelet 





or 


Yellow Steel Back 


95 #4oc 
$15 RGP Exp. Bracelet 


e INCABLOC SHOCK PROTECTED 
e ln Black or White Radium Dials 
Samples sent upon request 


NURSES’ 17 JEWEL, INCABLOC 


WATER-RESISTANT 
* In Yellow S/B 
Or 
All Stainless Steel 
$11.95 
© in Chrome 
Steel Back 


$10.95 


WITH UNBREAKABLE MAINSPRING 256 uxt 




















Gift boxed, price tag & quarantreed—$.75 extra 


Ask for our New full descriptive Catalog, 


vet these terrific sellers today—beat the price 
cutting competition with o real promotion 


Terms to well-rated firms F.0.8. WN. Y. 


GRYSLER WATCH CO. 


580 Fifth Avenue New York 36, WN 





First Prize—Mrs. C. W. Lafe 

Mrs. C. W. Lafe, Pittsburgh, 
won first prize in the 1957 Ster- 
ling Bowl tournament, the roses 
and silver arrangement competi- 
tion sponsored by the Sterling Sil- 
versmiths Guild of America and 
Jackson & Perkins Co. 

Her entry captured the $5000 
perpetual challenge trophy for the 
White Oak Heights Garden Club, 
Pittsburgh group to which she 
belongs. Second prize went to 
Mrs. B. T. Tremaine of Skane- 
ateles, N. Y. 


Contestants came from 25 states 


SALESMAN OF THE YEAR: 
clox division of General Time Corp., 
man-of-the-year award, 
Harold T. 


a silver tray, 
Millikin, general sales manager, presents the award. M. C. 


Second Prize—Mrs.B.T.Tremaine 
and Canada. Eight finalists, all 
of whom received sterling silver 
prizes, went into the last day’s 
competition. 

Preliminary contests were held 
last spring by Barclay & Sons of 
Newport News, Va., and_ by 
Michaels of Waterbury, Conn. 

Scheduled follow-up events in- 
clude a display of the $5000 
trophy by Grogan Co., Inc., of 
Pittsburgh, and a window display 
of the eight winning arrange- 
ments and sterling hollowware 
pieces by Henebry’s of Roanoke. 


S- 
ONS 


Jack S. Comer, left, Indiana salesman for West- 
receives the 1957 Henry J. Wagner sales- 
for outstanding performance in 1956. 


Budlong, 


right, Westclox general manager and General Time Corp. vice-president, watches 


the ceremony. 
sales vice-president. 


Award is named for Henry J. 


Wagner, former General Time 





Jewelry Industry Failures Lower 
In August ‘57 than in August ‘56 


Kinancial embarrassments in the 
jewelry industry for August 1957 
were lower both in number and in 
dollar liabilities than those in Aug- 
1956, the Board of 
Trade reported. 

August 1957 saw 16 
cumulate $825,000 in 
included 11] 


ust Jewelers 


firms ac- 
liabilities. 
Failures retail cash 
jewelers. 

In August 1956, 
failures (liabilities: 


there were 19 
$882,000) in- 


cluding 14 retail cash jewelers, 2 


retail installment jewelers, 1 whole- 
saler and 2 manufacturers. 


Hamilton Sales Force Sees 
Fall, Christmas Lines 

The entire field sales force of 
Hamilton Watch Co. met at Lan- 
caster, Pa., for three days during 
August to preview the company’s 
latest men’s and ladies’ watch 
models. 

Some 65 new models in 116 ver- 
sions were unveiled. 





AGS International Committee Reviews Society Affairs 
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GOVERNING BODY: Members of the International Committee of the American 
Gem Society prepare to dine during mid-year review meeting in New York. 


The newly-elected Internationa! 
Committee of the American Gem 
Society met recently at the Wal- 
dorf-Astoria in New York, for its 
annual mid-year review of Society 
affairs. 

The committee, governing body 
of the Society, voted to hold the 
1959 AGS conclave in Los An- 
geles, birthplace of the group. It 
ilso appointed a 48-state member- 
ship committee, and declared Oct. 
AGS Week, during which 
advertising pro- 
including a 
Seventeen 


7-12 as 
an institutional] 
gram is conducted, 
page-and-a-half ad in 
magazine, listing the names of all 
the Society’s registered jewelers. 

Members pictured, from left 
(standing) are: Stuart A. Green, 
R. J. of Mount Clemens, Mich.; 
William Preston, Sr., R. J. of Bur- 
lington, Vt.; James G. Donovan, 
Jr.. R. J. of Los Angeles; Mrs. 
Nellie Gilmore Ohlbach, R. J. of 
Paterson, N. J.; Oscar Kind, Jr., 
C. G. of Philadelphia; Allan Stev- 
ens, C. G. of Salem, Ore.; Martin 


[EW ELERS’ 
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of Newark; James 
M. Rudder, R. J. of Atlanta; Ken- 
neth I. VanCott, R. J. of Bing- 
hamton, N. Y.; and guest Wil- 
liam P. Hendrick, R. J. of Louis- 
ville. 

Seated, left to right, are: 
Thomas F. Kavanagh, R.J.of New- 
burgh, N. Y.:; Carleton G. Broer, 
C. G. of Toledo; Howard E. Hawk, 
C. G. of Columbus, Ohio; Clark 
Wagner, C. G. of Amarillo, Tex.; 
Herbert E. Reid, C. G. of Bridge- 
Conn.; Alfred L. Woodill, 
secretary, of Los <An- 
Gerber, R. J. and 
president, White Plains, N. Y.; 
Darwin Neumeister, C. G. of Bos- 
ton; Lester Moon, R. J. of Talla- 


Stone, GM(W) 


port, 
executive 
Harry 


geles; 


hassee; George Doering, C. G. of | 


Detroit; and Stanley Church GM 
(W) of Newark. 

The abbreviations C. G., R. J., 
and GM(W) are American Gem 
Society titles for certified gem- 
registered jeweler, 

member 
awarded by 


ologist, and 
(wholesale), 


the Society. 


graduate 
and are 
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WORKING 


CAPITAL 
FINANCING 


CREDIT 
JEWELERS 


to 
Greater 
Profits 


Write Us Today 


JEWELERS 
ACCEPTANCE CORP. 


60 East 56th St. N.Y. 22, N.Y. 
PL 4-1177 
LEWIS R. EISNER, V.P. 


IN CHARGE OF 
NEW 
BUSINESS 








BALANCED FINANCING 
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OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 


We specialize in stones !/5 ct. 
to 2 ct.—all shapes 
You make more profit because 
you buy "DIRECT" 

We ship to you on 
memorandum only! 


“You pay only when you sell."’ 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 


Est. 1915 
Plaza 7-2413 





22 W. 48 St. 


New York 36, N. Y. 
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COLMES & BRILL 


AUCTIONEERS & SALES SPECIALISTS 


GROSSED $175,000 
IN ONE MONTH 


IN LIQUIDATION of N.J. JEWELER 


‘Name and Letter of Recommendation 
Request} 
© 
AFTER ALL EXPENSES, THE NET WAS 
THOUSANDS OF $ MORE THAN BEST 
STOCK OFFER. 
if you want to raise cash quickly, sell sur- 
plus stock, or sell your store for spot cash, 
it will pay you, as it did this New Jersey 
jeweler, to call us in for a consultation. 
NO OBLIGATION — NO EXPENSE 
WRITE + WIRE + PHONE COLLECT 


COLMES & BRILL 


Members Jewelers Board of Trade 


45 West 45th St., N. Y. 36 }U6-2334 











THE NEW ‘'CORDLESS"’ 


ORBROS CLOCKS 


BATTERY OPERATED 
FOR WALL OR DESK 
RUN ONE YEAR ON 4.5 VOLT BATTERY 


4‘*x55e''x 

5 2M" 

" Black oxidized 
figures and 
hands 
RETAIL 32.50 

New model Clocks available through our wholesalers 


ORBROS, inc., 116s. 7+ns+.. Phila., Pa. 


Exclusive Importere and Distributore 














Write for Our Annual Red Book 


The Jewelers Catalogue 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 


i 
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Retailers Can Contest Audits 

Before Paying Excise Taxes 
The 

has 


Internal Revenue Service 
instituted, at the 


retailers, a new procedure for con- 


request of 


testing excise taxes. 

In the past, stores subject to ex- 
cise tax deficiencies resulting from 
an IRS audit could not challenge 
the additional tax demanded be- 
fore paying the tax and filing a 
claim for refund or abatement. In 
this resulted in 
against the 
the retailer 
had an opportunity to fully contest 
the tax. 

Under the new procedures, re- 
tailers will have their cases 
sidered by an IRS 
appellate division before the tax 
assessment is made, as is done in 
income tax claim cases. 


some Cases, court 


proceedings store 


property before even 


con- 
regional 


Landers, Frary & Clark Buys 
Eastern Metal Facilities 
Landers, Frary & Clark, manu- 
facturer of Universal appliances, 
New Britain, Conn., has purchased 
the land, equipment and buildings 
of the Fort Smith, Ark. plant of 
Kastern Metal Products Corp., 
Tuckahoe, N. Y. appliance firm. 
Transfer of the facilities 
effective in August. However, 
Landers is continuing to produce 
Eastern products until the end of 


Was 


f ee, 


ONEIDA HOSTS FOREIGN STU 


DENTS: Some 47 


the year, to enable the latter firm 
to fulfill its delivery commitments. 

William FE. Gundelfinger, in 
charge of southern and 
western operations, will have gen- 


Landers’ 


eral supervision of the new acqul- 
Direct management of the 
will continue under Ed- 


sition. 
facilities 


ward Bowman. 


On page 133 of the They're New 
section of the September JC-K, 
retail cost of a gold- or silver- 
plated piggy bank by Raimond, 
Inc., was quoted as $2.75. The 
correct retail price is $5. Cost. 
to the jeweler is $2.75. | 


| 
Manufacturers Prepare ‘58 Lines 
For United Jewelry Show 


Spring lines of some 300 manu- 
facturers will be unveiled for 
wholesale jewelry buyers Oct. 26- 
Nov. 3, at the 12th semi-annual! 
United Jewelry Show in Provi- 
dence, R. I. 

Plans are being made to wel- 
come 800 to 1000 buyers to the 
Sheraton-Biltmore Hotel, where 
exhibitors will occupy some 160 
rooms on five floors. Numerous 
have already 
buyers for the market 


reservations been 
made by 
week period. 
As in the 
restricted to 
buyers. 


past, attendance is 


authorized jewelry 


students from 26 


foreign countries, guests of the Department of State, tour the offices and 


factories of Oneida Ltd. Silversmiths in Oneida and Sherrill, N. Y. 


This 


marks the seventh year Oneida has participated in this program, during 
which the students, all potential leaders, visit U. S. industrial centers, live 
in American homes, and study at American universities. 
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ARTHUR B. SINKLER, presi- 
dent of Hamilton Watch Co., 
has been elected to the national 
board of directors of Junior 
Achievement, Inc. JA is a non- 
profit organization dedicated to 
the economic education of 
youngsters. Participants (al- 
ready 50,000 youngsters in 3000 
little businesses in 200 cities) 
get an inside view of the busi- 
ness world through organiza- 
tion and management of their 
oWn miniature’ enterprises, 
under the supervision of sea- 
soned executives. Sinkler, who 
is also president of the Ameri- 
can Watch Manufacturers As- 
sociation, will help establish 
new JA groups throughout the 
nation. 


Parker Pen Institutes 
New Management Staff 

Changes in its management struc- 
ture have been announced by Parker 
Pen Co., Janesville, Wis. Focal 
point of the change, which con- 
cerns the firm’s world-wide busi- 
ness network, is a newly created 
seven-man international manage- 
ment staff. 

Those named to the new group 
are: Vice-President Norman By- 
ford; Vice-President Philip Hull; 
Vice-President Frank W. Matthay; 
Vice-President Chester C. Hol- 
loway; Secretary - Treasurer G. 
Earl Best; Assistant Secretary Al- 
fred Diotte; and Howard E. Kes- 
singer. 


Jewelers Board of Trade Issues 
Confidential Reference Book 


The latest—152nd—semi-annual! 
edition of the Jewelers Board of 
Trade’s Confidential teference 
Book is being distributed to mem- 


—_——-—_——____._—» 
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bers. It lists more than 44,000 
manufacturers, wholesalers and 
retailers of jewelry merchandise 
throughout the U. S. 

The previous’ book, 
March, contained 1196 pages. The 
new book, with 1202 pages, con- 
tains 14,439 changes in names, ad- 
dresses and credit ratings, with 
new listings exceeding delistings. 


issued in 


Reed & Barton's Contest 
Boosts Retailers’ Business 


More than 19,000 girl graduates 
entered Reed & Barton’s “Sterling- 
For-Graduation” contest this year. 
And hundreds of them won prizes. 

Participating dealers received 
an attractive “Hope Chest” regis- 
tration display and a free listing 
in the contest announcement ad in 
Seventeen magazine. 

The grand prize was a complete 
sterling service for eight in a de- 
luxe chest. It was won by Charlene 
Weston who registered at Hardy's 
Jewelry Store in Seattle. 

Other prizes were starter sets 
for four, sterling dessert servers 
and sterling lapel pins. They were 
won by students in every section of 
the country. 

Each contestant had to visit a 
jewelry store in her neighborhood 
and sign an entry blank indicating 
her choice of Reed & Barton’s 
sterling patterns. 


LUCKY WINNER: Herb Lewis 
of Bulova Watch Co., new pres- 
ident of Southern Jewelry 
Travelers Association, Inc. 
presents tickets to Mrs. Steve 
Maglio, Maglio Jewelry, Bax- 
ley, Ga. Presentation was made 
at the Southern Jewelry Show 
in Atlanta on July 23. Prize 
was a trip to Miami, and a trip 
for two to the Orange Bowl 
game with expenses paid by 
SJTA. Looking on is Betsy 
Tant, Miss Atlanta. 


Precious and 
Semi-precious 


STONES 


Star Sapphires Cat's eyes 
Emeralds Rubies 
Sapphires Aquamarines 
Peridot Amethyst 
Jade Turquoise 


RINGS 
Precious Stones 
in appealing mountings 


for ladies and gentlemen 
Memo selections sent promptly 


Allan Caplan 


580 Fifth Ave. 


New York 36, N. Y. 
PLaza 7-1560 








Present your Diamonds 


the best Light possible 


This New Jewelers’ Lamp offers jewelry 
a brillance never before achieved by 
interior lighting—Features a double 
wall blue glass reflector, surface 
never gets hot. Chrome stand can 
be adjusted from 24" to 32" high, 
its weighted base is 8" wide. The 
lamp is equipped with 8 feet of cord. 


Complete with bulb only $37.50 
To order send check to 


PARIS LIGHTING FIXTURE CO. 
136 Bowery, New York 13, N. Y. 


Shipped railway express, collect. Sorry no 
C.0.0.'s 











PRESENTS 
A Better Quality Highly Styled 
1-Jewel Pin Lever 
Novelty & Promotional 
Watch Line 


in Attractive Pastels, Pearl, 
Rhinestone & Various 


Colored Stones 
Bangle & Bracelet Models 
Men’s Extra thin, 
Round & Square 
© 7 Jewels 
© 17 Jeweled-Lever Watches 


Hy grade Watch 











Priced Low to Increase 
Your Sales 


14K WHITE GOLD 


DIAMOND WATCHES 


with Nome Brand Movements 
AVAMABLE TO RATED JEWELERS ON 3 DAY MEMO. 


: Hy grade | Untel, aids. 


580 Fifth Ave., New York 36, N. Y. 








4 
In True Colors price 


Authentic Emblems and Landmarks of the 
World's most attractive Cities & Countries 
5 Doz. assorted charms—dis- 
played on shield shaped black § 000 
Velvet stand (8'' x 6") 3 
Your city charm & othe pecia 
Free Sample Charm Sent Upon Request 


L. HAENSCH 61-61 Dry Harbor Rd. 


Imports Middle Village 79, L. |., N. Y. 











SWEATER GIRL 


(and what girl isn’t?) 
will be more comfort- 
able and a lot more chie 
~\ \ with this monogrammed 


& 
eo aeeeset! r 


_, ay ‘ clip chain. Leonore 
Doskow caters to the 

. . \ \ Vogue of wearing sweat- 

JP -=——\5 \ ors im the casual cape 

—_ — style with this Sterling 

Silver creation No. 2926—Monogrammed up to 7 
letters, $4.50 Retail, (Extra letters, 50¢ each), plus 
tax. No. 2928—Plain button, $3.00 Retail, plus tax. 


LEONORE DOSKOW, Inc. 
MONTROSE NEW YORK 
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trafhe lights, school children, 
blackboards and other art. It will 
be promoted with extensive adver- 
tising for children’s rooms and 
kitchens; also for women’s skirts 
and handbags, and men’s sport 





shirts. Westclox ads have already 
appeared in Saturday Evening 


Post. 


ACHIEVEMENT: Joseph J. 
Barr of Barr’s Jewelers & Sil- Higher Interest Rates Set 

versmiths, Philadelphia, _ re- On Money Loans to Lessen 
ceived the Outstanding Retail- Demands for Heavy Goods 

er Annual Award for 1957 
from the Ring Guild of Amer- 
ica. The award is given for 
meritorious achievement in the 
advancement of stone _ rings. 
Above standing left to right 
are: Mr. Barr; Reginald White 
of J. J. White Mfg. Co., and 
president of Ring Guild of 
America; Martin Kritzer of 
K.S.K. Jewelry Co.; and Irving 
Brown, Jr., of Linde Co. 


businessmen seeking loans will 
find money increasingly harder to 
come by, and more expensive when 
it is found. Recent interest in- 
creases by government and _ pri- 
vate monetary sources” are 
tightening the pinch on money in 
the hope of easing inflationary 
pressures. 

The Federal Reserve System’s 
latest increase in the discount rate 

the rate banks must pay for the 
; . funds they borrow—raised the in- 
Westclox, Waverly Fabrics Join =... sautinnk wie fox wilaee of 
In Unique Promotion Campaign first class business borrowers to 

A clock company and a pro- a near-record 4.5 per cent. 
ducer of decorative fabrics united Most borrowers thus are paying 
last month to promote a new fab- 5.5 or 6 per cent and more for 
ric pattern showing a variety of short term interest on loans. The 
clocks. higher rates, Federal Reserve 

The campaign linked Westclox hopes, will deter some borrowers 
division of General Time Corp., from signing notes for money 
LaSalle-Peru, Ill., and Waverly loans to finance expansion and to 
Fabrics division of F. Schu- accumulate greater stock. 
macher & Co., New York. The higher-interest actions 

The fabric, called the Waverly were designed to lessen the pres- 
“Westclox,” is washable cotton, ent record demand for goods and 
and features a design centered services. At the same time, offi- 
around Big Ben alarm clocks, cials hope to make saving a little 
with pocket and lapel watches, more attractive. 


GO AHEAD SIGN: Directors of Jewel House, Inc., met in Minneapolis Aug. 13 
to complete plans for fall and holiday newspaper advertising. Three couples 
selected as winners in a “European Tour” prize drawing will receive a grand prize 
of a two-week trip to England, France, Germany, Hoiland, Belgium and Swit- 
zerland. In addition to seeing places of historic and current interest, winners 
will visit the diamond cutting industries of Belgium and Holland, and Switzer- 
land’s watch-making factories. 





Industry Executives Elected 
To Controller Institute Offices 


Five jewelry industry execu- 
tives have been elected officers of 
various regional offices of the Con- 
trollers Institute of America, non- 
profit management organization of 
controllers and finance officers in 


all lines of business. 


Richard G. 
Jones 


Robert H. 
Meystre 


Richard G. Jones, secretary and 
controller of Handy & Harmon, 
precious metals supplier of New 
York, was elected president of the 
New York City control. Ellsworth 
P. Hyde, comptroller of Tiffany & 
Co., is a new director of the New 
York control. 

New president of the Institute’s 
Boston control is Robert H. 
Meystre, who is vice-president and 
controller of the Gorham Manu- 
facturing Co., Providence, R. I. In 
Newark, N. J., Herbert C. Reese 
was chosen vice-president of the 
local controllers group. He is sec- 
retary-treasurer of H. A. Wilson 
Co., Union, N. J. 

At the annual meeting of the 
Hartford, Conn., control, James R. 
Lombard of E. Ingraham Co., Bris- 
tol, was named a director. 


Helzberg’s Publishes Booklet 
For Its Chain Store Employees 
Helzberg’s, large midwest jewel- 
ry store chain with executive 
offices in Kansas City, Mo., has 
published an informative booklet 
in the interest of its employees. 
The attractively-bound, 36-page 
book, which would also be particu- 
larly useful to prospective em- 
ployees, discusses the history of 
the company, all facets of the 
various company operations, and 
the numerous company employee 
benefits. It also shows photo- 
graphs of each of the 11 Helzberg 
stores and of the general offices. 
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Exhibitors Report Brisk Sales 
During Pittsburgh Jewelry Fair 


Exhibitors at the three-day 
Pittsburgh Jewelry Fair, which 
closed Aug. 27, hailed the event a 
big success, both in terms of at- 
tendance and in business written. 

Buyers were serious-minded, and 
were more selective than in recent 
past years. Business was so good 
on opening day that customers in 
many exhibit areas had to write 
their own orders. 

Henry O. Ruhl, president of the 
Pennsylvania Retail Jewelers As- 
sociation, expressed _ satisfaction 
with the show on behalf of those 
who took part in the planning. 

“The good-will promoted, friend- 
ships renewed, optimism generated 
and ideas exchanged,” he said, “all 
will have their effect throughout 
the year. We are satisfied that the 
Pittsburgh Jewelry Fair has finally 
established itself among the na- 
tion’s leading regional shows.” 

Ruhl announced that next year’s 
Fair will be held Aug. 24-26, also 
at the Penn-Sheraton Hotel in Pitts- 
burgh. 
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72 Madison Avenue 
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STANLEY & STANLEY 


MANUFACTURERS AND CREATORS OF QUALITY LEATHER GOODS 


VISIT OUR SHOWROOMS 
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ready 
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Season 


Los Angeles, Cal., Showroom 
712 South Olive Street 
Room 406 
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MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
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YOU CAN IDENTIFY GEMS 


With the new Cargillie-Allen Gem Testing 
Set. Introduces new scientific principles 
and extends the application of old prin- 
ciples. No special training or experience 
necessary. Write for the full story. 


R. P. Cargille Laboratories, Inc. 








117 Liberty St., New York 6, N. Y. 
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CHARMS 


Sold only direct to Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 





ENCRUSTERS 


Stone and Gold Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 











APB 


@ The Watchmakers’ Association of 
New Jersey, Inc. met Sept. 10 at the 
Irvington House, Irvington, N. J. 
Guest speaker was Dr. Arthur L. 
Rawlings, consulting engineer for Bul- 
ova Watch Co., and a past president 
of the Horological Society of New 
York. The annual convention dinner- 
dance will be held Nov. 10 at the Club 
Diana, Union, N. J., with Secretary 
Donald DeWolfe handling reserva- 
tions. 

@ George H. Fitz-Gerald has been ap- 
pointed manager of the S. Marsh & 
Sons branch store in Millburn, N. J. 
The parent firm is located in Newark. 
@ Marcé, long time design director 
for William B. Ogush, Inc., New York 
jewelry manufacturer, has opened his 
own design studio at 2 W. 46th St.., 
New York. 

@ Mike Caggiano has moved his store 
from 209 Glen Cove Ave. to 205 Glen 
Cove Ave., Glen Cove, N. Y. 

@ Shelia Treasure Chest, Jewelry, 
has moved to 193 Main St., Ossining, 
MN. de 

®@ Royal Jewelers of York, Inc., has 
remodeled and enlarged its store in 
Hanover, Pa. 

@ Maltby-Campbell Jewelry moved 
from 20 W. Bridge St. to 21 W. Bridge 
St., Oswego, N. Y. It had been lo- 
cated at the former address for 45 
years. 

@ Following a fire which wrecked its 
former site, Bond Jewelers has moved 
temporarily to 108 Desmond St., 
Sayre, Pa. 

@ Matt Falcone has re-purchased a 
jewelry store he sold to Fritz Martin. 
The store, known as Falcone’s Jew- 
eler, is located at 138 W. Front St.. 
Berwick, Pa. 

@ George I. Webster, jeweler of Kit- 
tanning, Pa., has opened a branch 
store in Rimersburg, Pa. 

@ Ra-lin, Inc. of Syracuse, has opened 
at 867 Lake St., Syracuse, N. Y. 
Richard D. Nichols is manager. 

@ Harold Gerson, Your Jeweler, Inc., 
Beaver Falls, Pa., has moved to newer 
and larger quarters. The store is now 
located on the southeast corner of 
7th Ave. and 12th St. 

@ Joseph P. Reisinger, Wilkes-Barre, 
2a., has moved his store from 11 
Carey Ave., to 336 Carey Ave., op 
posite Meyers High School. 

@ George I. Webster of Kittanning, 
Pa., has opened a branch store in 
Zimersburg in the Clarion County 
community. 

@ D. E. Makepeace Co. has moved its 
New York offices from 30 Church St 
to 477 Madison Ave. 


» YORK 


M@ Kenneth Schelper, of William H. 
Rayburn, retail store in Albion, N. Y.., 
has been granted a certificate of “‘cer- 
tified watchmaker” by the Horologi- 
cal Institute of America. 

M@ More than 100 Kay Jewelry Co 
stores including the branch in Buffalo, 
N. Y., are participating in a chil- 
dren’s safety patrol in cooperation 
with the National Safety Council’s 
accident prevention program. Buffalo 
and Erie county youths are being 
asked to join the patrol and to sign a 
safety pledge, for which they receive 
a safety T-shirt. 

B Wilson’s Leading Jewelers, Inc., of 
Syracuse, N. Y., was visited recently 
by the McGuire Sisters, famed sing- 
ing trio. The vocalists appeared at the 
store’s record department, and auto 
graphed disks for more than 2000 
fans. 

@ Alexis Doubet of E. & A. Doubet, 
Inc., jewelry store in Erie, Pa., has 
been elected to the board of directors 
of the retail division, Greater Erie 
Chamber of Commerce. 

@ Mr. and Mrs. Harry Smolin, New 
York importers of precious 
sailed Sept. 1 on the French 
“Liberte” to visit precious stone mar- 
kets in Europe. 

®@ Henry Blank & Co., Lafayette and 
Liberty Sts., New York, distributor 
of watches bearing the name Cress- 
arrow Watch Co. for more than 30 
years, will henceforth supply these 
movements under the name of Cre- 
saux Watch Co. The only change will 
be in the watch name, which will ap- 
pear on both the movements and the 
dial. 

@ Kay Jewelry Co. of York, Pa., is 
planning a Nov. 1 move from its pres 
ent quarters, at 21 S. Orange St., to 
new and larger quarters at 33 W. 
Market St. Manager Bert D. Loeper 
said the change will give the firm 
about three times more space. 

@ Perelman’s Inc. of New Castle, re- 
tail jewelry store of New Castle, Pa., 
recently purchased the entire stock of 
Herbert’s, large Pittsburgh discount 
house. The merchandise will be sold 
in New Castle. 


stones, 
linet 


@ A seven-story loft building located 
at 110 W. 47th St., New York, has 
been purchased by the Greco Manage- 
ment Co., for ultimate occupancy by 
tenants in the diamond and jewelry 
trades. The building is situated near 
the midtown diamond center. 

@ Melvin E. Schauer and Charles F. 
Fortgang have joined the firm of M. 
Fabrikant & Sons, 
porter, with offices in New York. 


Inc.. diamond im- 





NEW 


@ The Horological Society of Massa 
chusetts has scheduled an Oct. 15 
meeting at the Waltham Watch Co. 
cafeteria. Jack Ives of American Time 
Products will speak on the Watch- 
master timing device. At its first fall 
meeting Sept. 17, officers were elected. 
Results of the election will be given 
next month. 

@H. Jerry Kalenderian, diamond set- 
ter with Boston Jewelry Co., will be 
joined by his sons Gerald and Ken 
neth in the business this fall. 

@ Mr. and Mrs. Henry G. Benoit, jew 
eler of Whitinsville, Mass., celebrated 
their golden wedding anniversary 
Aug. 10. 

@ Committee members of the Thomas 
Long Co. Employees Association, Bos 
ton, are working on plans for a fall 
outing. 

@ Carol Ann 
Donald Reeves of the Smith-Patterson 
division, Jordan Marsh Co., won het 
fifth national scholarship recently at 
Boston University. 

@ Carol June, daughter of Lewis W. 
June, jeweler of Danvers, Mass., 1s 
convalescing from a recent operation. 
@ William Milyaro, watchmaker fo 
Travis, Farber Co., Boston, returned 
recently from an extended trip to 
Louisiana and Mississippi. 

@ Mr. and Mrs. Murray Lurie, of 
Murray Jewelry Co. in Quincy, Mass., 
have just returned from a month's 
vacation trip through Europe. 

@ Simon Sandler, of Sanbros Co. in 
Dover, N. H., is the author of the 
words and music of the song F'ourteen 
Karat Gold, sung and recorded by 
Don Cherry, and featured on a recent 
Hit Parade TV show. 

@ A number of New England jewel- 
ers attended a surprise party given 
for Mr. and Mrs. Philip Israelson, of 
Small’s Jewelry Store in Livermore 
Falls, Me., on the occasion of the 
couple’s 25th wedding anniversary. 
@ Bernard E. Jackson, head of the 
silverware department of E. H. Sax- 
ton Co., Boston, marked his ‘5th an- 
niversary of service with the firm 
July 30. 

@ Members of the Boston Jewelers 
Club will meet Nov. 1 for their first 
meeting of the 1957-58 season. 

@ The Thirty Club, social club for 
Greater Boston jewelers, held its 
first dinner meeting of the season 
Sept. 3. Regular monthly meetings 
are planned throughout the fall and 
winter. 


Reeves, daughter of 


@ Binette Jewelers opened a store at 
241 Union Ave., Laconia, N. H. 


ENGLAN 


(. Edward “Eddie” Egan of Ham 
ilton Watch Co. made news in the 
Boston Globe recently, after he shot 
a sizzling 72 while playing only his 
fifth round of golf this season. He and 
his father parlayed the near-par score 
into an early lead in the Father-Son 
tournament in which they were com- 
peting. 

@ Members of the New England 
Guild of the American Gem Society 
held their first fall meeting Sept. 12. 
A second meeting is scheduled fo 
Oct. 10 at the Hotel Commander in 
Cambridge. All past presidents will 
be guests, and former members will be 
welcome. Robert Crowningshield of 
the Gemological Institute of America 
will address the meeting. 

@ The 10 member teams of the Boston 
Jewelers bowling league started 
things rolling at the Boylston Bowla- 
drome Sept. 3. Captains of the teams 
are: Earl Savoy of Shreve, Crump & 
Low, team 1; Philip Mickey of LI. 
Alberts’ Sons, team 2; John Van Tas- 
sel of Thomas Long Co., team 3; Wil 
liam A. Rushton of D. C. Percival 
& Co., team 4; B. E. Jackson of E. H. 
Saxton Co., team 5; Erskine A. Gay 
of Smith-Patterson Co., team 6; Fred 
Bertram, team 7; Walter Heyward of 
Gordon Bros., team 8; Martin Walsh 
of A. Stowell & Co., team %: and 
Frank Gendrau of Frank J. Gendrau, 
team 10. 

@ Barnes Bros. of Fall River, Mass.., 
has moved from 377 S. Main St. to 
212 S. Main St. 

@ Avis International, Inc., opened a 
store at 37 Nason St., Maynard, 
Mass., under the management of Rus- 
sell A. Ormro and Joseph Scandariato. 
@ Conrod & Ryan, located for 26 
vears in Newton Centre, Mass., has 
moved to 1655 Beacon St., Waban, 
Mass. 

@ Fred Bird, former long-time trea- 
surer of the Massachusetts and Rhode 
Island Retail Jewelers Association, 
was feted by some 68 guests (many 
of whom were Greater Boston jewel- 
ers) on his 80th birthday July 2%. 

@ Donald Bruno, jeweler of Marlboro, 
Mass., opened in a new location. He 
moved from 199 Main St. to 205 Main 
St. The business was formerly known 
as Star Jewelry Co. 

@ Sherman Shatz, formerly 
Louis F. Guiness, Inc., Boston whole- 
sale diamond firm, and Marvin 
Kopelman, of A. Kopelman & Sons in 
Boston, have opened a new wholesale 
diamond establishment in Room 305 
Washington Building. Name is Kopel- 
man & Shatz, Inc. 
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HOLIDAY CARVERS 
BY NORTHAMPTON 


You would creat just 

this kind of cutlery i 
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own store 


Start with the 
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J. A. SILVER CO. 


Your New England Distributor 
of many leading Jewelry lines 
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No. 254 WATERFALL 


RETAILS $16.95 PLUS TAX 


Sold through exclusive distributors 


MASTERCRAFTER Clock & Radio Co. 


1750 W. Fulton St. Chicago 12, Ill. 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Smal! 


Diamonds Chino Old Gold 


Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 

(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill 

Telephone: DEarborn 2-3407 
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Diamond Dealers Club of New York 
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@ The Chicago Jewelers’ Association 
has appointed the following standing 
committee chairmen for 1957-58: fi- 
nance, Fred J. Hertel; membership, 
Vincent J. Newman; trade extension, 
William Kaufman; good and welfare, 
D. J. B. Prins; golf, Wilbur R. Cure- 
ton: and social relations, Marshall R. 
Spies. A fall Association lunch meet- 
ing will be held Oct 17 at the Palmer 
House. And plans are already under 
way for an 84th anniversary banquet, 
scheduled for Jan. 11, 1958, at the 
Conrad Hilton Hotel. 

®@ Kay Jewelry Co., Inc., has opened 
a branch store in the Meadows 
Shopping Center, Indianapolis. W1l 
liam Block is manager. 

M@ Mr. and Mrs. Ralph Vera have 
moved their jewelry store from 806 
to 812 Southwest Blvd., Kansas City, 
Mo. 

MPhil and Ezra Stein, owners of 
E. J. Rogers & Co., Terre Haute, Ind., 
have purchased the A. F. Froeb & 
Co., also of that city. 

@ Bob and Mil Meske, owners of 
Meske Music Co., Amherst, Ohio, 
have purchased Ehrlich’s’§ jewelry 
store. The former owners, Mr. and 
Mrs. Ed Morrison, have moved t 
Florida. 

@ Dale’s jewelry store opened in the 
Ransom Building, Tawas City, Mich 
Norman E. Dale, owner, formerly op 
erated a store at River Rouge. 

@ Vermillion’s, Inc., Anderson, Ind., 
has moved from 917 Meridian St., to 
the Paramount Building, 1120 Merid 
ian St. 

@ Markley’s Jewelry Store has been 
opened in Orrville, Ohio, by Daniel 
Markley. 

@ Chester Blunt and his wife pur- 
chased Dale Jewelers, Martinsville. 
Ind., from Mrs. W. J. Guenther. Mr 
Blunt had been associated with the 
store as watchmaker since 1949. 
MJames Kroplin has opened a 
jewelry store in West Milton, Ohio, 
in quarters formerly occupied by 
Flemings’ Watch Shop. 

@ William Eschenbacher, jeweler of 
St. Paul, Minn., has opened a branch 
store in the First National Bank 
Building. 

®@ Joseph Herman has opened a store 
in the Atlas Building, 8 E. Long St., 
Columbus, Ohio. 

@ Richard Seidel, Inc., 312 E. Wis- 
consin Ave., Milwaukee, has closed 
after 80 years’ operation. It was re- 
putedly the second oldest of Milwau- 
kee’s present jewelry houses. 

@ Meyer Jewelry Co., has opened in 
the Sears Lincoln Park Shopping 
Center, Detroit. 

@ South Side Jewelers, Fort Wayne, 
Ind., has moved from 1330 S. Calhoun 
St. to 2709 S. Calhoun St. 


Wannemacher has sold 
Spencerville, Ohio, to 
Ralph Thompson of Ft. Wayne, Ind. 
He will continue to run_ stores in 
Ottoville and Delphos, Ohio. 

@ Evans Jewelers opened recently in 
the Good Neighbor Shopping Center, 
Mattoon, Ill. Qwner Robley D. Evans 
presented roses to all women visitors 
on opening day. 

@ ideal Jewelry Store, Springfield, 
Ohio, has moved from 3 S. Limestone 
St. to 9 S. Limestone St. 

@ Orval Burden has moved his store 
from North Walnut St., Wooster, 
Ohio, to 226 S. Market St. 

®@ Jack Genung has purchased one of 
the M. J. Reed stores in Champaign, 
Ill. Assisting him at the 607 E. Green 
St. location is O. C. McLendon, man- 
ager. Mr. Reed will continue to oper- 
ate his store at 14 Main St. 

@ Peacock Jewelry has opened in Old 
Orchard shopping center, Skokie, I]! 
@ Carlson & Carlson of 29 E. Madi- 
son St., Chicago, is now operating 
under the new ownership of Howard 
Neilsen and Theodore Wagner. Neil 
sen was a salesman for the firm and 
Wagner was formerly with Hotpoint 
Co. 

@ Donald Hall, formerly operator of 
the Lagrange Jewelry and Watch Re 
pair at 3328 Lagrange St., Toledo, 
Ohio, has purchased the Jewel Box, 
2211 Lagrange St., from Jack Ga- 
velek. 

@ Ray Blum, owner of Annabelle-Ray 
Jewelry & Gifts, Sterling, Ill., has 
remodeled the store. 

@ Frank E. Post and Mrs. Post have 
bought out the interests of Will and 
George Post, and are now sole owners 
of H. Post & Sons, 154 N. Merchant 
St., Decatur, Il. 

@ Jack Kuckuk of Shawano, Wis., has 
been elected president of the Fox 
River Valley and Lakeshore Jewelers 
Association. W. Dykman of Pulaski 
was elected vice-president and Earl 
DeLong of Neenah, secretary-trea- 
surer. 

@ Mr. and Mrs. Charles D. Ellbogen, 
of Stein & Ellbogen Co., Chicago 
diamond importers and watch dis- 
tributors, have announced the engage- 
ment of their daughter Alice Ruth to 
James W. Shorr of Highland Park. 
Il. 

@ Incentive bonus payments totaling 
$235,423 were made last month to 
Parker Pen Co. employees in Janes- 
ville, Wis. Total such payments for 
the 12-month period ending July 31 
amounted to about 14 per cent of the 
company’s payroll. 

@ Roy M. Ousley, operator of the R. 
M. Martin & Co., jewelry store of 108 
Prairie St., Decatur, Ill., has bought 
the Morrow Art Shop next door. 


M Robert A. 


his store in 


A natural for promotion-minded jewelry stores . 
mats, displays and banners furnished...3 dozen 
minimum for original order...send for sample 


GAINSBORO OF BOSTON and is know known as 


1330B Beacon St. Brookline, Mass. eYrine’s Jewelry. 


@ McKelvey Jewelry, Bellaire, Ohio, 
has been sold to Mrs. Bessie Severine 
Bessie Sev- 


@ Harry B. Karshner is closing up 
shop after 60 years in Port Clinton, 


Ohio. 
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M@ Bernard Lehman of the Harry B. 


Mahan Co., Indianapolis, Ind., has 
formed a_ special products division 
to manufacture plastic and paper 
boxes for manufacturers and jobbers 
of watches, rings and other jewelry 
items. Craig Mulvany is sales man- 
ager of the division. 


@ Eisenstadt Mfg. Co., Ine., St. 
Louis, Mo., has moved to a new build- 
ing at 1409-11 Washington Ave. 

Bc. J. Silver, Jewelers, Inc., with 
headquarters in St. Paul, Minn. has 
added two stores to its operation— 
Orwant Jewelers in Wausau, Wis.. 
and Goodman Jewelers in Fort Dodge. 





THES 


@ The 17th annua! dinner meeting of 
the Norfolk-Portsmouth Retail Jewel- 
ers Association was held Sept. 17. 
Harry B. Henshel, vice-president of 
Bulova Watch Co., was guest of honor 
at the annual get-together of the 
group, which was founded 17 years 
ago to foster ethical practices within 
the trade. 

@B. I. Friedman, owner of Fried- 
man’s Jewelers, Inc., of Savannah, 
Ga., was elected president of the Sa- 
vannah Downtown Merchants Associ- 
ation during the group’s meeting 
Sept. 6. 

®@ Weldon’s Jewelers of 327 W. Main 
St., Durham, N. C., has announced 
plans for construction of an addition 
to its store frontage. 

@B. C. Boone, watchmaker for 30 
years, is now associated with Uncle 
Sam’s Loan & Jewelry Co., at 5 S. W. 
Pack Square in Asheville, N. C. 

@ Ernest Lefkowitz, graduate gem- 
mologist of the Gemmological Insti- 
tute of America, is diamond expert 
for Mears Jewelry Co., Winston- 
Salem, N. C 

®@ Col. Walter J. Grunning, former 
Bulova Watch Co. representative and 
vice-president of Bluebird Pearls and 
Diamonds in New Orleans, La., is 
now associated with Pailet and 
Penedo, New Orleans manufacturing 
jewelers. 

@ Horace Simon has been elected 
president of Dales Jewelers, Shreve- 
port, La., succeeding the late “Buzzy” 
Rosen. 

@ Gladys Duke, jewelers, moved from 
109 E. Gaston St., to 116 E. Gaston 
St., Greensboro, N. C. 

MGem Mfg. Jewelers has opened at 
1206 Canal St., New Orleans. Sal 
Malay and Ray Stigler are owners. 
®@ Loyce Jacobs has opened the State 
Jewelers at 27 Alcoma Arcade, Lake 
Wales, Fla. 

@ General Sales, Inc., wholesale dis- 
tributor of jewelry, gift items, and 
other merchandise, has opened in a 
new location at 416 NE Graver Ave., 
Roanoke, Va. 

@ Hubert Lanier opened a jewelry 
and watch repair shop on Depot St., 
Fuquay Springs, N. C. He had been 
with The Gem Shop of that city for 
10 years. 

M George A. Greene, jeweler, has 
moved from 117 Broad St. to 334 
sroad St., Rome, Ga. Some remodel- 
ing is also planned. 
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@ A diamond cache in the heart of 
downtown Memphis’ kept Fears- 
Brown Jewelers pretty busy recently. 
The jewelry store teamed up with a 
drug store in promoting a diamond 
hunt. Shoppers at the drug store 
received a stone randomly chosen 
from a jar containing some glass 
stones, some diamonds. They then 
whisked their potential bonanza to 
Fears-Brown for an appraisal. If the 
object proved to be a diamond, they 
received a free 14K gold setting, in 
which the stone was mounted. 

@ Melart Jewelers opened in the 
Frederick, Md., shopping center, with 
help from the mayor, glamorous mod- 
els, $1250 in prizes—and a Shetland 
pony. The pony was given away to 
young Janet Martin, the lucky ticket 
holder. 

@ The Greater Washington Retail 
Jewelers Association is planning its 
10th annual banquet for Nov. 3 in 
the Blue Room of the Shoreham Hotel. 
Arthur Sheinbaum of Melart Jew- 
elers is banquet chairman. 

@ Southwestern members of National 
Bridal Service, Inc., bridal promotion 
and research group with headquarters 
in Rock Island, Ill., held a regional 
meeting Sept. 2-3 at the Hotel Adol- 
phus in Dallas, Tex. Robert Morrow, 
of Armstrong Jewelers in Waco, Tex., 
presided. 

@ A six per cent increase in attend- 
ance and steady buying marked the 
New Orleans Gift Show, held July 
21-24 at the Roosevelt Hotel. More 
than 250 lines were shown. 

@ Gordon’s Jewelers opened another 
store in Pensacola, Fla., in Town and 
Country Plaza Shopping Center. 

@ George F. Lee has opened a jewelry 
store at 405 Halifax St., Emporia, Va. 
O King Jewelry Co., Inc., has opened 
at 1336-1320 Market St., Wheeling, 
W. Va. 

@ Mr. and Mrs. Baxter Woodall have 
opened a jewelry shop at Howard 
Plaza, S. Pinellas Ave., Tarpon 
Springs, Fla. Mrs. M. J. Roberts is 
manager. 

@ Trapp Jewelers has moved from 
207 Public Square to 108 Public 
Square, Lafayette, Tenn. 

@ Brownlee Jewelers, Inc., 

Tryon St., Charlotte, N. C., is re- 
modeling, doubling its present size. 
The store is managed by A. S. Rousso. 
@ W. B. Bryan has opened a jewelry | 
store at Daniel Village, Augusta, Ga. 
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@ Gordon’s Jewelry Co., chain jewelry 
store firm with headquarters in Hous- 
ton, has opened the first of five units 
to be built in Florida. The new store 
is located in Pensacola, marks the 
seventh state into which Gordon’s has 
extended operations. The chain now 
numbers 45; firm president Harry B. 
Gordon has set an expansion program 
target of “a new store every 30 work- 
ing days.” 

@ Laufman’s of Houston formally 
opened its fourth retail store in down- 
town Houston Aug. 26. Ralph Gal- 
perin is manager of the new store, 
which is located at 1138 Travis St. 
@ Levit’s Jewelers, two-store jewelry 
firm of Houston, has begun a remod- 
eling project on its 510 Main St. 
branch, to add a second floor to the 
unit. The first floor will also be en- 
larged. 

@ Mrs. Harriet Jones has been named 
bridal consultant for Spray’s Jewelry 
& Gifts, Ponca City, Okla. She suc- 
ceeds Ila Thompson, who has been 
transferred to the store’s diamond de- 
partment. 

M@ Zale Jewelry Co., second Kansas 
City, Mo., store will be located at 
3114 Troost Ave., in space now under- 
going remodeling. No move-in date 
has been set. 

@ Henry Howell and J. D. Fowler, 
owners of Howell’s Jewelry, 315 5S. 
4th St., Lawton, Okla., have pur- 
chased Appel’s Jewelry at 414 D. 
Ave. The stores have been con- 
solidated under the name Howell’s 
Jewelry at latter address with Howell 
in charge. Fowler will continue to 
operate the J. D. Fowler watch shop 
in Fort Sill. 

@ Tipton’s Credit Jewelers, 9 E. 
Main St., Shawnee, Okla., has en- 
larged its store to make room for a 
photography department. 

@ Mr. and Mrs. Felix Walton of 
Edmond, Okla., have purchased the 
Cassady Square Jewelry Gift Shop, 
9329-31 N. Penn Ave., Oklahoma 
City, Okla. 

M@ Henry W. Boerm has opened a 
jewelry manufacturing shop at 405 
S. Main St., Del Rio, Tex. 


@ Weber’s jewelry store has moved 
from its Grand St. location to 142 W. 
Main St., Oklahoma City, Okla. 

@ White’s jewelry, McKinney, Tex., 
has re-opened in its remodeled build- 
ing. The building was damaged by 
fire in February. 

@ Lewis Jewelers has purchased the 
Diamond Shop, 521 N. Main St., Bor- 
ger, Tex. Philip Baroff is manager. 
@ Smith Village Jewelers, a branch 
store of Smith-Ward Jewelry Co., 
Beaumont, Tex., has opened at 4675 
Concord Rd., Beaumont Village Shop- 
ping Center. 


SOUTHWEST Ll 


M Some 82 persons who visited the 
Crater of Diamonds near Murfrees- 
boro, Ark., this year found diamonds, 
according to Harold Miller, who op- 
erates the attraction. The crater, he 
said, yielded several valuable stones, 
although most were rather small in 
size. 

@ Irving M. Melitz is new store man- 
ager for the Zale Jewelry Co. branch 
in Austin, Tex. 

@ Bob Davis has been appointed man 
ager of Rosenfield’s of Enid, Inc., in 
Enid, Okla. He succeeds Tony Anti- 
noro, who has been transferred to Ro- 
senfield’s Oklahoma City store. 

@ William A. Perry, owner of W. A. 
Perry Jeweler in Okmulgee, Okla., 
recently addressed the Henryetta, 
Okla., Rotary Club. 

@ Eldon S. Berg is new manager of 
the Zale Jewelry Co. store in San 
Angelo. 

@C. Y. Thomson, certified master 
watchmaker of Waxahachie, Tex., 
was the oldest active delegate at the 
recent convention of the Texas 
Watchmakers Association. Thomson 
has spent 60 of his 80 years of age 
at the watchmaker’s trade. 

@ Mark Feather is new manager of 
R. B. Shedrick in Edmond, Okla. He 
succeeds Felix Walton, who purchased 
the Casady Square Jewelry & Gift 
Shop in the suburbs of Oklahoma 
City. 

@ Orchids and $2000 worth of door 
prizes helped Peacock Jewelers Inc. 
of Tulsa, Okla., get acquainted with 
opening day customers at its new 
store at 318 S. Main St. Festivities 
included an official ribbon-cutting by 
Miss Tulsa, 1957. Bill Hudson is store 
manager. 

@ Robert J. McCurley of Hugh S. 
McCurley, Norman, Okla., has been 
named executive secretary and trea- 
surer of the Oklahoma Retail Jewel- 
ers Association. This is the first time 
in the group’s 5l-year history that a 
paid secretary has been employed. 
E. E. Tucker of McAlester will retain 
his post as regular secretary of the 
association. 

@Haltom’s Jewelers Inc., Fort 
Worth, Tex., has been named exclu- 
sive agent for Tiffany sterling silver- 
ware in its trade territory. 

@ The Thad E. Ballew Jewelry Store 
of Andrews, Tex., has been pur- 
chased by Dolph Miller of T. L. Mil- 
ler, Jewelers, Odessa, Tex. 

@ Mr. and Mrs. King Davenport, 
owners of a jewelry store in Wynne- 
wood, Okla., have opened a new store, 
King’s Jewelry in Davis, Okla. 

@ Rutz Mfg. Jewelers, Dallas, has 
moved to 206 S. Madison. 

@ John Furbach, Amarillo, Tex., has 
moved from 417 Polk St. to 904 Polk. 
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@ Harry R. Heath, jewelry store of 
Sacramento, Calif., and nine other 
California business firms were hon- 
ored at the recent State fair with ad- 
mission into the 100 Year Club, an 
organization of businesses in ex- 
istence for a century of more. 

M@ The Jewelers’ 24-Karat Club of 
Southern California held its first fall 
meeting Sept. 10. Walter Dorrer is 
chairman and Max Wolman and Jules 
Kindenbaum are associate chairmen 
of the coming Champagne dinner- 
dance, to be held Oct. 24 at the Bev- 
erly Hilton Hotel. 

@ Victor Jewelers, 285 E. 2nd St., 
Pomona, Cal., recently celebrated 
their grand opening by giving free 
earrings to the first 1000 lady visi- 


tors. Owner of the new store is Vic- 
tor Humphries; Jerry Crittenden is 
manager. 


@ Hamilton Jewelers of Sacramento, 
Cal., have moved from 1004 K St. to 
815 K St. Fred Wolfson and George 
Happersberger are co-owners of the 
store. 

M Rudolf R. Scheffrahn has pur- 
chased Puente Jewelers of 15805 E. 


Main St., Puente, Cal. New store 
name will be Rudolf’s Jewelers. 
@ Walter Nielsen, long-time Van 


Nuys, Cal. jewelry store owner, has 
opened a store in the Campbell shop- 
ping center, at 337 N. Winchester Rd. 
@ Cecil Eggleton, former Minneapolis 
jewelry store owner, has purchased 
Howard V. Weirum at 1103 State St. 
in Santa Barbara, Cal. 

@ The Western Association of Jew- 
elry Manufacturers held its 10th reg- 
ular meeting during the summer at 
the Biltmore Hotel in Los Angeles. 
Ted Kane was elected new president, 
succeeding Mike Mendelson, in whose 
honor a cocktail party was held Aug. 
9 at president Kane’s home. Members 
selected to standing committees were: 
Jack Klein, Harold Riley, Herman R. 
Abrams, Bill Kay, Si Rubin, Mori 
Basch, Irving Keyser, Oscar Knell, 
Harry Beatty, Ed Neuwirth, Archie 
Denkert, Mike Mendelson, Vincent 
Mora, West Bryson, Perry Brock, 
Don Carlberg, Bill Eisfelder and Stan 
Gardner. 

@ Alexander Holeombe has purchased 
M. D. Holcombe Co., 1500 Haight St. 
in San Francisco, from his late 
father’s estate. New name is Hol- 
combe Jeweler. 

@ Mr. and Mrs. Budd Rosenberg (he 
is vice-president of Gensler-Lee, 278 
Post St. in San Francisco), left Aug. 
17 for a four-month tour of Europe. 
@ The San Francisco Gem and Min- 
eral Society will hold its annual show 
Oct. 19-20 at the Scottish Rite Audi- 
torium, 1290 Sutter St. in San Fran- 
cisco. 
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MThe Jewelers 24-Karat 
Southern California held its annual 
picnic at North Hollywood Park on 
July 28. J. B. Swartzburg headed the 





Club of | 


picnic committee, which included Bob | 


Wolman, Lou Bold, Rudy Apffel, Mal- 
colm Tipp, Morrie Endman, 
Raleigh West. 


and 


@ Harold Oakes, long-time salesman | 
for S. Wurkheim & Bros. (now called | 


Gene A. Siekert Agency), has joined 
the sales staff of Nordman & Aurich, 
wholesale jeweler of San Francisco. 
He will travel in San Francisco and 
East Bay. 

@ Henry Fox, owner of the Montclair 
Watch & Clock Shop in Oakland, Cal., 
returned recently from a three-month 
visit to his “home town” of Copen- 
hagen, Denmark, and to other Euro- 
pean centers. 

@ Chuck Stoddard, jewelry store 
owner of Concord, Cal., has been 
elected president of the newly-or- 
ganized Contra Coast Watchmakers 
Guild. Other officers are: George To- 


bias of Orinda, vice-president; Jerry | 


Jalbert of Pittsburg, secretary; Bud 
Nokes of Tierney Jewelers, Concord, 
treasurer; and Herman Guistini and 
Elbert Rust, board members. Meet- 
ings will be held the first Wednesday 
of each month. 

@ Cuckoo Clock Manufacturing Co. 
has moved its Western office and 
showroom from San Francisco to 411 
W. 7th St., Los Angeles. Walter P. 
Pleisher is representative. 


@ Countless yellowtail, dolphin, bon- | 
ita, and some 38 sailfish were hooked | 
recently by a dozen anglers, half of | 


whom were California jewelers. The 
fishermen annually fly to Mexico. In- 
cluded in the group were Aaron 
Thorne of Benrus Watch Co., who 
caught the largest sailfish (147 lIbs.); 
Jack Levine, owner of the Gem Jew- 
elry & Loan Co. chain in southern 
California; Sam Thorne, watch and 
jewelry repair service operator; Vic- 
tor H. Graber, owner of the Crescent 
Jewelry chain in Oakland; and Nate 


Gold, president of the Bond’s Jew- | 


elers chain in Los Angeles. 

WM Dwight Leonard, employee of 
Karnes Jewelery, 2152 Colorado Blvd., 
in the Eagle Rock section of Los An- 
geles, has purchased the store. New 
name will be Leonard’s Jewelry. 

@ Mr. and Mrs. Stanley Balik of Star 
Watch Co., 215 W. Fifth St. in Los 
Angeles, returned last month from a 
three-week vacation in Honolulu. 
Their children, Nancy and Allen, ac- 
companied them. 

@ Bob Stapleton, formerly with 
Ware’s Jewelers, Cottage Grove, Ore., 
has purchased the Jesse L. Stokes 


jewelry store at 816 Main St., of that | 


city. 
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PHILIP MORRIS JEWELERS 
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cuff links, bracelets, tie-tacs, etc. 
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| Toys, 


@ Fred R. Parkman is new manufac- 
turers’ representative for Severino 


| Jewelry Creations, Inc., manufacturer 
| of costume jewelry. His territory will 


include northern California, Oregon, 


| Washington and Nevada. 


@ Harry Lipman, west coast manu- 
facturers’ representative for 53 years, 
has announced his retirement. He 
lives in San Francisco. 

Apffel has been appointed 
representative for Van Craeynest & 
Linzer, Inc., San Francisco ring man- 
ufacturer. His territory will extend 
from Fresno tv San Diego, and will 
also include Las Vegas and Yuma. 


@ Harold W. Laurence, La Grande, 


Ore., has moved to the Bouvey Build- 


| ing, Depot and Adams. 


MR. R. Wray has opened the Gem 
Box at 507 3rd Ave., Renton, Wash. 
@ Dahnken-Lerman, wholesale dis- 
tributor of diamonds and jewelry, has 
moved from 1631 Fulton St. to 1340 
Van Ness Ave., Fresno, Calif. 


@ San Francisco watchmakers inter- 
ested in joining the newly-organized 
Watchmakers Club of San Francisco 
should contact Bernie Finn at Fried 
& Field Co., 657 Mission St., San 
Francisco. 

@ Neil H. Tester, certified master 
watchmaker, begun work recently at 
Roger-Lee Jewelers in North Bend, 
Ore. He previously owned a watch 
repair business in Salinas, Calif. 

@ Arvon S. Wahl, until recently a res- 
ident of Santa Fe, N. Mex., has been 
appointe!| manager of LeRoy’s Jew- 
elry in Fresno, Cal. He succeeds Rob- 
ert Sherwood, who has been trans- 
ferred to the firm’s home office in 
Los Angeles. 

@ West Bryson, Jacoby-Bender west 
coast representative, has announced 
his firm will open an office at 448 
South Hill St. in Los Angeles. The 
Bryson family recently returned from 
a five-week vacation trip to the east 


coast. 





COMING EVENTS 


oe ¢ Tt eo 8 8 8 


17—Manufacturing Jewelers & Sil- 
versmiths of America annual conven- 
tion, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

26-Nov. 3 — United Jewelry Show, 
Sheraton-Biltmore Hotel, Providence, 
R. I. 


J A N U A R Y 

4-10 — Keystone China & Glass 
Show, Fort Pitt Hotel, Pittsburgh. 

4-10—Carlton House China & Glass 
Show, Carlton House, Pittsburgh. 

5-10—Pittsburgh Glass & Pottery 
Exhibit, Penn Sheraton Hotel, Pitts- 
burgh. 

5-8—Miami Beach 
Souvenirs and 
Show, Roney Plaza 
Beach, Fla. 

13-19 — Winter Market, 
dise Mart, Atlanta, Ga. 

19-22—-Southeastern China, Glass 
and Gift Show, Atlanta Biltmore Ho- 
tel and Municipal Auditorium. 

19-24—California Gift Show, Am- 
bassador and Biltmore Hotels, Brack 
Shops, Merchandise Mart. 

19-24-—- New York Lamp Show, 
Hotel New Yorker & New York 
Trade Show Bldg. 

19-24—-New York Home Furnish- 
ing Accessories Show, New York 
Trade Show Bldg. 


Gift, Jewelry, 
Housewares 
Hotel, Miami 


Merchan- 


21-23—New Year Jewelry Show, 
Miami Beach, Fla. 
26-28—Amarillo Gift Show, 
ring Hotel, Amarillo, Tex. 
26-29 — Washington Gift Show, 
Hotel Willard, Washington, D. C. 
26-29—Carolina Gift Show, Caro- 
lina Gift Mart and Radio Center, 
Charlotte, N. C. 
26-29—Syracuse Gift Show, Hotel 
Onondaga, Syracuse, N. Y. 
26-31—-Parker House Gift 
Parker House, Boston. 


Her- 


Show, 


F —E B R U A R Y 
2-13—Chicago Gift Show, Palmer 
House and LaSalle Hotel. 
23-28—New York Gift Show, Hotel 
New Yorker and N. Y. Trade Show 
Building. 


M A R C 4H 


9-14 — Boston Gift Show, Hotel 
Statler. 

23-26 — Philadelphia Gift Show, 
Benjamin FrankkKn Hotel. 


A P UR | L 

11-20—Washington State Interna- 
tional Trade Fair, National Guard 
Armory and Olympic Hotel, Seattle, 
Wash. 

MA Y 

18-23—New York Stationery Show, 

Hotel New Yorker. 
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. Donald P. Burch has been ap- Joseph H. Rogatnick has been ap- 







pointed market research manager pointed director for Far Eastern 
of the watch division of Elgin Na- business for the Ronson Corp. 
» - togatnick has had nine years’ ser- 






‘init € vice with the U. S. Foreign Ser- 

- vice as attache and consul in 
China, Singapore- Malaya, Ger- 
many and Iceland. 
Edward G. 
president and account executive 
for William Nicosia Advertising, 
Inc., has been appointed advertis- 
ing and sales manager of Ipekd- 
jian, Inc., 580 Fifth Ave., New 
















Coyne, former vice- 
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Donald P. Burch 










tional Watch Co. A member of 
the American Marketing Associa- 
tion, he had been associated with 
General Electric Co. and Gillette 
Safety Razor Co. 













Arthur L. Roy, recently manager 
of advertising production for 
Towle Silversmiths, Newburyport, 
Conn., has been appointed man- 
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————— 


ager of advertising. Edward G. Covne i 
Maurice F. Moriarty has been ap- york. Coyne will be in charge of 


pointed sales manager for Handy- 
Hannah Products Corp., Whitman, 
Mass. He will supervise the firm’s 


programs to promote Chatham cul- 
tured emeralds. 


Clarence J. Piemeis] has been ap- 
pointed sales manager of Hamil- 
ton Beach Co., household appli- 
ance division of Scovill Mfg. Co., 
Racine, Wis. Piemeis], formerly 
western regional sales manager 
with offices in San Francisco, has 
been with the firm for 29 years. 


William B. Gassaway has been 


; “oe the first billfold in the world with 
appointed advertising and sales 


. ” . —~ = ‘ 
promotion manager of Hamilton On ny 
cM 





PUT THE MAGNAFOLD IN A CUS- 
TOMER’'S HANDS and RING UP A 
SALE! First,quality billfold with water- 
thin magnets that lock the passcase 
securely. No snaps, no catches, no strug- 
gling. One-piece construction. 
In Gahana Coach Hide, Eng- 
lish Morocco and Gahna 
Polished Cowhide. Brown, 
black and tan. 


Maurice F. Moriarty 


national sales, advertising and 
customer relations activities. He 
served most recently as New En- 
gland manager for Landers, Frary 
& Clark’s electric housewares di- 
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Obituaries 











George C. Dalglish, Jr., 52, Wash- 
ington, D. C. jewelry designer who 
once reclamped the Hope dia- 
mond, died Aug. 17. His wife, a 
brother and a sister survive. 


Frank Daschek, 87, retired jewelry 
manufacturer of Los Angeles, 
died Aug. 31. His wife and a 
daughter survive. 


Hosea D. Fisher, 85, of Oswego, 
N. Y., died Aug. 8. He had been 
active in the jewelry business for 
more than half a century, before 
retiring in 1954. His wife and a 
daughter survive. 


Carl F. Gierke, 63, owner of the 
Spicer-Gierke Co., jewelry and 
trophy manufacturing firm of In- 
dianapolis, died Aug. 7. His wife, 
a son and three grandchildren 
survive. 


Henry W. Healy, 91, diamond mer- 
chant and jeweler in Brooklyn, 
N. Y., for 71 years, died Aug. 15. 
He had been retired since 1953. 
He served on various ANRJA 
committees. Five daughters sur- 
vive. 


Nathan Koe, 63, diamond importer 
of San Francisco, died July 1. He 
was associated with Paul Hester, 
diamond dealer and cutter, for the 
past 21 vears. 


Samuel Krasner, owner of Kay’s 
Gift Store, Irvington, N. J., died 
Aug. 26. He was born in Russia. 
He is survived by his wife, a son 
and a daughter. 


Valerian A. Kryshak, Sr., 51, 
jewelry store owner of Wausau, 
Wis., died Aug. 3, from injuries 
sustained in an auto collision. His 
son and partner, Valerian, Jr., 25, 
was also killed in the collision. 


Asper B. Laham, 62, jewelry store 
owner of Wichita, Kan., died Aug. 
26. His wife, two daughters and 
two sons survive. 


Arthur E. Leach, 67, _ retired 
jewelry manufacturer of Provi- 
dence, R. I., died Aug. 20. He was 


co-founder of Leach & Anthony, 
jewelry manufacturing concern in 
1914 and was a past president of 
the Metal Findings Manufactur- 
ers Association. His wife, a son 
and a daughter survive. 


William Lochow, 52, jeweler of 
Seattle, Wash.. died recently. His 
wife, three brothers and three 
sisters survive. 


Arthur T. Manthey, 69, retired 
watchmaker of Waterton, Wis., 
died Aug. 21. 


Charles F. Mehl, 70, partner in 
the firm of Mehl & Rittenhouse, 
York, Pa., died July 29. His wife, 
a daughter and a brother survive. 


Harold Pelton, 51, jeweler of 
Lewistown, Ill., died Aug. 22. His 
wife, two sons and two daughters 
survive. 


Harry M. Reese, 8&7, retired 
jeweler of Los Angeles, died Aug. 


‘ 


38. His wife and a son survive. 


Carl W. Rose, 64, jewelry store 
owner of Ft. Wayne, Ind., died 
July 31. He is survived by his 
wife and a son. 

Frederick Schneider, 75, retired 
jeweler and partner in the former 
New York jewelry firm of Schnei- 
der-Voorhees & Co., died recently. 
A son and a daughter survive. 


Norton Siegel, 67, president of 
Siegel Jewelry Co., Grand Rapids, 
Mich., died Aug. 26. He is sur- 
vived by a daughter and a son. 


Edward Steadman, 81, founder of 
Steadman Jewelry Co., Murray, 
Utah, died July 12. He worked in 
Murray for 53 vears as a watch- 
maker and merchant. He is sur- 
vived by his wife and five sons. 


Mrs. Lilian K. Suran, 66, retired 
jeweler of Milwaukee, Wis., died 
Aug. 26. Two sons survive. 


Harry S. Torrey, 74, railroad 
watch inspector for many years 
and owner of Torrey’s Jewelers in 
Rochester, N. Y., died Aug. 7. 


Archaneal Unverzagt, 64, jeweler 
of E. St. Louis, Ill., died July 27. 


He was a Kentucky colonel. 














News of Personnel 








John W. Adzick has been named 
territorial representative for southern 
Illinois, eastern Missouri and south- 
western Kentucky by Hamilton Beach 
Co. division of Scovill Mfg. Co. Mr. 
Adzick’s headquarters are in St. 
Louis. 


John W. Adzick Matsil 

Max Matsil has been named sales- 
man for the New York City area 
for Baldwin Bracelet Corp., formerly 
Micro Flex Bracelet Corp. Mr. Matsil 
has been associated with the jewelry 
industry since 1939. 


Nathan Karzen has been named 
eastern regional sales manager for 
the Ronson Corp. He has served as 
New York district sales manager 


since 1952. 


Arvon S. Wahl has been named 
manager of LeRoy’s Jewelers of 
I’'resno, Calif. He has been with the 
company for seven years. 


Alvo Albini has joined Elgin Na- 
tional Watch Co. to supervise public- 
relations activities for the _ firm’s 
watch division. Mr. Albini began his 
career as a reporter for the Wall 
Street Journal in Chicago. Subse- 
quently he became associated with 
two public-relations firms in New 


York. 


Robert J. Hawthorne is now rep- 
resenting the W. R. Cobb Co., of 
Providence, R. I. Mr. Hawthorne suc- 
ceeds John R. Glass as West Coast 
representative. Mr. Glass will con- 
tinue to cover the Southeast and 
Southwest territories. Mr. Hawthorne 
was formerly with E. W. Reynolds 
Co., and with Elgin National Watch 
Co. 


Benjamin F. Wisner has been ap- 
pointed to the sales staff of the 
Metal and Plastic Box division of 
Shields, Inc. Mr. Wisner was 
formerly associated with Arrow Mfg. 
Co. 


Fred Warnecke and his son, Bruce 
Warnecke, have been named represen- 
tatives for the R. F. Simmons Co., 
of Attleboro, Mass. They will cover 
the Middle West and Southwest. 


Philip M. Mikoda has been ap- 
pointed manager of sales publicity for 
Anseo, Binghamton, N. Y., photo- 
graphic manufacturing division of 
General Aniline and Film Corp. He 
has been with Ansco for 15 years. 


Joseph F. Murphy 


Joseph F. Murphy has been ap- 
pointed sales representative for the 
Buffalo Jewelry Case Co., Inc., of 
Buffalo, N. Y. He will cover the 11 
Western states plus Texas, Oklahoma 
and Kansas. 





Army Will Spend $609,525 
To Build Atomic Clocks 

Atomic clocks, which are so 
accurate that they can be used as 
standards, will be built experi- 
mentally by National Co., Walden, 
Mass., manufacturer of communi- 
cations equipment. 

The firm received a $609,525 
contract from the Army to pro- 
duce the instruments. Designed 
for use in disaster, where no ref- 
erence to standards may be avail- 
able, they will be built to with- 
stand great shocks, acceleration 
changes and 
tremes. Clocks operate on a prin- 
ciple known as frequency control. 


temperature ex- 
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Elgin American Adds 200 
New Items to Product Lines 

A ten-year overall program of 
expansion and diversification un- 
dertaken by Elgin American 
Watch Co. has begun to produce 
results. The Elgin, Il]. manufac- 
turer of men’s and women’s fash- 


compacts and 
1957 


ion accessories, 
lighters has increased its 
products 
items, for a total of 500 items. 


The firm has already built a sis- 
ter plant in Toronto, Canada, and 
is negotiating to acquire branch 
plants in the British Common- 
wealth, Europe, South Africa and 
Latin American countries. 
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Artcarved Presents New 
Diamonds U.S.A. Display 


Artcarved 


J. R. Wood & Sons, Inc., manu- 
facturer of Artcarved diamond and 
wedding rings, has designed a new 
display around the Diamonds U. S. A. 
award they won. 

Theme of the display is: Designed 
for Today’s Young Moderns. The unit 
features a three-dimensional award 
figure, velvet pedestal and ring box. 

It is available to dealers from J. R. 
Wood & Sons, Inc., 216 E. 45th St., 
New York 17. 


Rolfs Introduces New-Design 
Counter-Top Display Unit 


Rolfs, West Bend, Wis., manufac- 
turer of leather accessories, has de- 
signed a new counter-top display 
unit to help show its goods at eye- 
level. 

The “Eye-Level Selector System’ 
permits the retailer to display mer- 
chandise high enough above the coun- 
ter to protect stock from excessive 
handling. It may be used on top of 
show cases or self-service cases. 

The revolving unit can display four 
different product groups, under which 
are indicated the article names and 
prices. Unit is available from Rolfs. 


, 
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Waterman Pen Adds 
Park Avenue Desk Set 


Waterman Pen Co., Seymour, 
Conn., has introduced its newest ad 
dition to the Modern Design C/F 
series of writing instruments, called 
the Park Avenue Desk Set. 

Waterman’s new ink cartridge is 
used, eliminating need for ink bottles. 

Black ceramic base of the set has 
a pocket for storage of cartridge 
refills, and is underlaid with felt to 
prevent scratching. Pen holder is 
chrome-plated. Sets, retailing for 
$4.95, are individually boxed. 


Westclox Creates Display 
To Help Launch New Watch 


Westclox division of General Time 
Corp., Lasalle-Peru, Ill., has designed 
an easel-back display unit to help 
introduce its latest watch model, the 
“Scepter.” The “Scepter” display 
holds six watches, three with ex- 
pansion bands and three with leather 
straps. 

The new watch is best suited for 
use by children, students, nurses and 
teachers. Watches retail at $7.95 
(leather band) and $8.95 (expansion 
band). Displays are available to 
dealers. 


William Korn & Co. Acquires 
Caplen Jewelry Displays Co. 


William Korn & Co., Designers, 
Manufacturers, Inc., producer of 
jewelry displays, Buffalo, N. Y., has 
purchased the Caplen Jewelry Dis- 
plays Co. 

The expanding Korn firm will ab- 
sorb Caplen’s equipment, material and 
inventory into its recently-enlarged 
Buffalo factory. Design and sales 
personnel from Caplen will assume 
similar posts at Korn. 


JEWELERS 


1847 Rogers Bros. Display 
Uses Baby Photos with Flatware 


Morr os “est wher wars te coddese 


—_ 
mem OR RE Te 
: 


In the first of a series of three 
illustrated displays on its juvenile flat 
ware, 1847 Rogers Bros., division of 
International Silver Co., Meriden, 
Conn., is featuring baby photo favo- 
rites, to attract the attention of gift- 
buying relatives. 

The three displays, each with a 
different photo and caption, are free 
with purchase of a 16-piece merchan- 
dise order of current flatware pat- 
terns in 1847 Rogers Bros. They will 
be mailed monthly to participating 
dealers. 


Jacoby-Bender Creates Display 
For New ‘Diamond Lady’ Bands 


Jacoby-Bender, Inc., 62-10 North- 
ern Boulevard, Woodside 77, N. Y.., 
has designed a golden wire display 
to aid sales of its new “Diamond 
Lady” watchbands. 

The display, DL-6, features six 
bands (two yellow and four white 
gold-filled) on a black velvet pad. 

The new watchband line for ladies 
emphasizes thin, silhouette styling; 
it has five rhinestones in each link. 
All bands have the J-B custom link 
construction with matching silhouette 
ends. They cost $9.95 retail. 
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American Time Products Makes 
Ultrasonic Watch Cleaner 





American Time Products, Inc., 580 
Fifth Ave., New York, is manufac- 
turing an ultrasonic watch and 
jewelry cleaning device, which is now 
available. 

The Watchmaster Ultrasonic 
Cleaner is capable of cleaning from 
one to three watches simultaneously, 
in seconds, without disassembly of 
the watch train, and in many cases 
without disassembly of the movement 
(when hands and dials are removed). 
The apparatus, which can clean, rinse, 
dehydrate and dry watches, is housed 
in one cabinet. 

Address demonstration requests and 
orders to the firm’s New York offices. 


American-Swiss Trade Relations 
Subject of Special Ad Campaign 


’ 
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The Watchmakers of Switzerland 
Information Center is sponsoring a 
series of good-will advertisements, de- 
scribing how U. S. consumption of 
Swiss watches helps create a multi- 
million dollar export market each 
year for American products. 

The ads, which will begin soon in 
leading industrial trade publications, 
are planned to show how reciprocal 
trade mutually benefits both American 
and Swiss industries. They tell that 
Swiss watches represent nearly half 
of all goods (in value) that Switzer- 
land exports to the U. S., and that 
this watch trade gives Switzerland 
the dollars it needs to maintain its 
position as best European cash cus- 
tomer of American products. 

Ads end by asking U. S. industry 
executives to consider the effects on 
their own export businesses of re- 
strictions on the volume of Swiss 
watch sales to American markets. 





VFLERS CIR LJ/i AR KEY T NE: / ™ BER 19! 








Kreisler Introduces New 
Leather Strap Display 


A full-dimensional counter display 
for its new “Premiere” group of 
men’s stitchless padded leather watch 
straps is being offered to jewelers by 
Jacques Kreisler Mfg. Corp., North 
Bergen, N. J. 

The unit shows six straps, three 
with curved ends and three with 
straight ends, to fit both types of 
watches. It is free to dealers with 


purchase of assortments 143, 144 or 
145. 
Kreisler is also offering dealers 





a one-minute TV film commercial on 
its Colibri lighter line. The entire 
line of Kreisler lighters is presented 
in the film. Dealers’ own message can 
be added at the end of the commercial. 
Kor information, contact the firm’s 
advertising department. 


Seth Thomas Issues Catalog, 
Designs New Display Unit 


gpcon NH 
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Thomaston, 
Conn., division of General Time Corp., 
has published an eight-page catalog 
on its new and enlarged clock lines. 
Featured in the color booklet are 
the Seth Thomas hour and half-hour 


Seth Thomas Clocks, 


strikes, Westminster chimes, wall 
clocks, electric alarm clocks and oc- 
casionals, travel alarms and com- 
mercial clocks—28 models in all. 

The firm has also designed a new 
wall clock display unit called “Decor- 
Ama.” it may be used as an island 
unit to display 17 or more items, 
as a standing wall unit showing 10 
or more clocks, or as a hanging wal! 
unit to show 7 or more items. Con- 
tact the firm’s advertising department 
for further details. 








Heirloom Sterling Releases 
New Display Units for Fall 
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Heirloom Sterling division of Oneida 
Ltd. Silversmiths, Oneida, N. Y., has 
prepared a number of new displays 
for the coming fall and Christmas 
selling seasons. 

Above, left, is the new flower basket 
display in fall colors, featuring a 
basic four-piece place setting. Cost 
is $5 net with minimum orders. 

At right is the ferris wheel motion 
display, which promotes the sale of 
serving pieces and also highlights the 
basic four-piece place setting. Cost 
is $25, when shipped with minimum 
orders. 


Ronson Offers Bonus Discount 
On Higher-Price Lighter Buys 


Ronson Corp., 31 Fulton St., New- 
ark, N. J., is offering dealers a 10 per 
cent bonus discount over usual dis- 
counts on purchases of all Ronson 
lighters retailing over $9. The offer 
applies both to pocket and table 
lighters. 

Special offer is aimed at insuring 
adequate dealer inventories of Ron- 
son’s new lines before the launching 
of its coming advertising campaign. 
Ronson ads will appear in national 
consumer magazines and on the NBC- 
TV News, network news show. Tele- 
casting will start Sept. 23, will build 
up to four times a week during the 
weeks just prior to Christmas. 


Hamilton Offers Motion Display 
As $100,000 Contest Tie-In Aid 
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Hamilton Watch Co., Lancaster, 
Pa., is offering a three-dimensional 
motion display to jewelers as a tie-in 
support for the firm’s $100,000 Style 
Preference Contest. Interchangeable 
elements adapt the unit for general 
promotional use as well. 
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Ronson Designs New 
Mobile Floor Showcase 


Ronson Corp. is now making avail- 
able to retailers a new mobile show- 
ease. The unit is fluorescent-lighted. 

The F-4 showcase can be used in 
four different ways: as a standard 
counter case; as an aisle unit; as a 
counter top display (with legs de- 
tached); and as an “after-hours” dis- 
play behind the entrance door. 

The unit is finished in Korina wood, 
with ebony legs and storage compart- 
ment. 
and a double electrical outlet to 
permit “plug-ins” for demonstrating 
Ronson shavers. Both case and stor 
age drawer are equipped with locks. 

A merchandise certificate redemp- 
tion plan defrays most of the cost 
of the unit. For further information, 
contact Ronson Corp., 31 Fulton St.., 
Newark 2, N. J. 


Horolovar Manufactures 
Battery Clock Meter 
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The Horolovar Co., Box 299, Bronx- 
ville 8, N. Y., manufacturer and im- 
porter of horological supplies, has 
produced a new meter for use with 
imported battery clocks, and with 
many older battery clocks. 

The meter is a high-resistance D/C 
voltmeter (0-1.5 volts) and ammeter 
(0-3 milliamperes) combined, with the 
ability to check battery strength and 
indicate corrections needed. 

Meter costs $7.50 complete with in- 
structions, is available from material 
houses or direct from the firm. 
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It has three removable trays 


Remington Rand Contests Have 
Common Stocks for Prizes 


Remington Rand, electric shaver 
division of Sperry Rand Corp., 
Bridgeport, Conn., has begun twin 
contest promotions, one for consum- 
ers and one for wholesalers and re- 
tailers. 

Its “Share of America” customer 
contest, which began Sept. 30, offers 
a first prize equivalent to the value 
of a share of every common stock 
on the New York Stock Exchange, 
and 504 other prizes. Contestants 
must get entry blanks from dealers’ 
stores. Double prizes will be awarded 
if the winner has purchased a Rem- 
ington Shaver. 

Wholesalers and retailers are eli- 
gible for the “Salesmen’s Stock Spec- 
tacular” contest, which began Aug. 
1, and offers $25,000 in 207 common 
stock prizes. Retail salesmen can 
submit one entry for every three 
shavers they sell; wholesalers get 
one entry for each dozen shavers sold. 
30th contests end Dec. 1. 


Fiex-Let Designs Display 
For Fraternal Emblem Bands 


Flex-Let Corp., 580 Fifth Ave., 
New York, has designed a point-of- 
purchase display unit to help dealers 
merchandise its new fraternal em- 
blem watchbands. 

The unit shows two expansion 
bands, each bearing the emblem of a 
major fraternal organization. Em- 
blems are available for Masons, 
Shriners, Knights of Columbus, Elks 
and 32nd degree Masons. 

All fraternal watchbands feature 
the Size-O-Matic ends, which permit 
custom-fitting of any watchband to 
any size wrist. 

For details, contact Flex-Let. 


Silver City Glass Will 
Maintain Present Price Levels 


Though price increases have been 
announced on many lines of hand- 
made glass, officials of Silver City 
Glass Co., Meriden, Conn., have 
stated that its prices will be held at 
present levels at least until Jan. 1, 
1958. 


Bulova Watch Introduces 
American Girl Watch Series 


Bulova Watch Co., Inc., Flushing, 
N. Y., has scheduled an extensive ad 
vertising program for the fall and 
Christmas selling seasons to intro 
duce its new “American Girl” 17 
and 21-jewel bracelet watch series. 
The 12-watch series will be released 
nationally Oct. 24. 

“American Girl” will be featured 
on the Frank Sinatra television show 
and spot TV ads. Local radio and 
TV ads are also scheduled. A news 
paper mat ad service, self-mailers and 
stuffers are available as dealer tie-in 
aids, as is the self-illuminated motion 
display shown above, which holds fou: 
of the watches. 

Price range of the new watches 
$49.50-$100. Two of the movements 
feature 21 jewels, four others con- 
tain 17 jewels. A custom case with 
new grill has been designed, with 
embossed gold lettering. 


Forstner Adds New Items 
To Religious Jewelry Line 


To enable its wholesalers and re 
tailers to capitalize on the renewal! 
of religious interest in this country, 
Forstner, Inc., Irvington, N. J., has 
expanded its line of religious jewelry. 

Items added included St. Chris- 
topher and Miraculous medals, and 
more extensive assortments of rosa- 
ries, crosses, four-way cruciform 
medals, Sacred Heart and scapular 
medals, and Protestant and Hebrew 
lines. Items are available in sterling, 
rhodium, gold-filled and enamel fin- 
ishes. 

To display the items, Forstner is 
offering dealers a stained-glass church 
window display unit. 
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General Electric Develops 
Three-Way Portable Radio 


A new three-way portable radio, 
which performs both on battery and 
AC/DC house current, has been con- 
structed by General Electric Co. 

Models P-735 and P-736 are housed 
polystyrene plastic 
turquoise, cocoa, 


in unbreakable 
cabinets, come in 
and antique white. They have four 
tubes plus selenium rectifier, G-E 
Dynapower speaker, built-in antenna, 
and printed circuit chassis. They will 
operate for about 70 hours on one 
set of batteries, and will be available 
in November. 

Recommended retail price is $34.95 


Sheaffer Pen Offers 
New Cartridge Pen Display 
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Sheaffer Pen Co. is offering a new 
display for its cartridge fountain 
pens. A large, vacuum-formed model 
of the new pen, in metallic silver and 
red, lends a three-dimensional effect. 

The display measures 19 in. wide 
by 26 in. high, is available on a mer- 
chandise deal. For information, write 
Sheaffer Pen Co., Fort Madison, Iowa. 


Copeland & Thompson Issues 
Price Book on Stock Items 


A comprehensive price book has 
been compiled by Copeland & Thomp- 
son, Inc., New York, importers and 
distributors of Spode dinnerware 
from England. 

Containing 152 pages, the book is 
illustrated with full-page photographs 
of each of the 65 patterns in bone 
china, earthenware and Lowestoft 
ware which are carried in stock in 
New York for immediate delivery. 
Photographs were made from the 
displays in the Spode showrooms, and 
are accompanied by descriptions and, 
on the opposite page, complete price 
lists. 

Scope of the book is indicated by 
the fact that in one pattern alone, 
the “Pink Tower,” 83 different items 
are stocked. 

In addition to the dinnerware pages, 
there are also 10 pages illustrating 
fancy items stocked by the firm. 
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Gemex Offers Retailers 
Display with Chess Motif 


A chess knight and a bishop have 
teamed up in a modern-design counter 
display to help Gemex Corp. mer- 
chandise its line of men’s watchbands. 

The unit features six bands 
mounted vertically on three velveteen 
backdrops. Each band is equipped 
with adjustable links and Gemex uni- 
versal ends, and will fit any wrist. 

s,ands, in gold-filled and stainless 
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steel (one with inserts of Italian 
‘alf). retail from $6.95 to $12.95. 
Display is free with purchase of the 
Gemex A-34 assortment. For infor- 
mation, contact Gemex Corp., Union, 
Ne. dé 


Longines-Wittnauer Increases 
Ad Schedule for Fall Months 
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Longines-Wittnauer Watch Co., Inc., 
980 Fifth Ave., New York, will step 
up its national ad campaign during 
the fall and Christmas buying sea- 
sons. In addition to what it says is 
the jewelry industry’s largest schedule 
of advertising in national magazines, 
the company will use large ads in 
93 newspaper Sunday supplements. 

The famed Longines Symphonette 
will continue Sunday afternocns on 
CBS radio. Also, full color ads will 
appear in the football programs of 
400 colleges and universities. And 
clocks and scoreboards in leading sta- 
diums_ will continue to advertise 
Longines. 

Point-of-sales displays will offer 
retailers tie-in support. 


Zippo Offers 25th Anniversary 
Rotating Lighter Display Unit 


Zippo Manufacturing Co., Bradford, 
Pa., celebrating the 25th anniversary 
of its lighters, has designed a ro- 
tating display unit. 

The wood and glass model can dis- 
play eight lighters and stock four 
more. It is mounted on a metal tri- 
pod, on which it can be made to 
rotate. Display trays are removable. 


Regency White Box Series Is 
New Helbros Watch Line Design 


Helbros Watch Co., Inc., 6 W. 48th 
St., New York, has designed a new 
series called Helbros Regency White 
Box watches, for sale exclusively 
through jewelry stores. 

Watches are in both 
women’s styles. One is the Helbros 
“Queen for a Day” diamond watch, 
replica of the highly publicized watch 
awarded daily on the “Queen for a 
Day” radio and TV shows. 
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Schick Introduces New Mode! 
"“Powershave’’ Electric Shaver 


Schick, Inc., Laneaster, Pa., has in- 
troduced a new-model men’s electric 
shaver called ‘‘Powershave.”’ 

Characteristics of the new shaver 
include an increased shaving sur- 
face, “built-in” whisker guides and a 
more powerful motor. It will retail 
for $29.95. 

The firm is also introducing two 
new Lady Schick shavers, called the 
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“Sophisticate” and the “Oriental.” 
They will be packaged in a miniature 
hatbox, will cost $17.50. An extensive 
campaign will introduce the three. 





E. Ingraham Introduces kK. Ingraham Co., Bristol, Conn., Admark Display Features 


New Electric Clock Line manufacturer of clocks and watches, — Phete of ANRJA Show Model 
has developed a complete new line of 


electric clocks. 

This is the first complete line of 
electric clocks manufactured by the 
firm in its 126-year history. It con- 
sists of 31 models, in styles for 
kitchen, wall and desk. 

The clock movements are powered 
by a new synchro-dyne motor. Ac- 
cording to Edward Taylor, vice-presi- 
dent and director of sales, the In- 
graham electric movement has en- 
abled the firm to emphasize the dial 
face. Also, he said, the use of new 
dial materials aids legibility. 


The exotic, scarab-bedecked beauty 
eo who modeled for Admark at the 
» OFFICIAL e ae a a ANRJA convention will be featured 

eS in the firm’s new advertising display 
FO 


card. 


| The new counter card will depict 
COUNTER DISPLAY he model in her Egyptian costume, 
: decorated with Admark scarab orig- 

| inals. 
AND FOLDERS The model will also be featured in 
other promotion pieces to be released 


during the coming year by the Phila- 


THIS COUNTER DISPLAY AND A ew 7 
delphia jewelry manufacturer, whose 


GENEROUS SUPPLY OF FOLDERS offices are at 714 Sansom St. 
ARE FURNISHED FREE WITH EACH 
INITIAL ORDER. 

7 
ESPECIALLY DESIGNED FOR oo , 7 DE 

) grore-™* 


Edwin Freed Designs 
Christmas Promotion Kit 





EITHER SIZE 
POLAROID LAND PICTURES. 





Unique write-in system provides 


a quick index and makes it easy 


Laboratory Tested and Approved 


a gens ata 
by POLAROID CORPORATION to identify each picture 


In brown simulated leather with 


POLAROID® Registered Trade Mark of Polaroid Corporation stunning gold-tooling. 
& 
And NOW in luxurious Top-Grain Cowhide — either Ginger or Ivory 


To create consumer demand, slip-in cards featuring album, for you to insert 
into eact, package of Polaroid film are included with each order. 
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Simulated Leather —- Brown only Top-Grain Cowhide — Ginger or Ivory \ A | NEVER HAVE WE OFFERED 
ist Pri : | SUCH SPECTACULAR VALUES! 
List Price $ 4.95 List Price ....... ee $ 8.95 


Your / 1-11 $ 2.75 Your / 1-11 .$ 4.75 tin 8 7 oo 
Cost | 12 and over | $ 2.50 Cost | 12 and over $ 4.50 | Edwin Freed, Inc., 14 W. 23rd St., 
| New York, manufacturer of jewelry 
When ordering, specify Type 30 Series (Small) or Type 40 Series (Large) | display fixtures, has designed a 186- 
| piece Christmas sale promotion kit 
for use of retailers. 


B N wate C0 R? POR AT 0 \ Kit consists of streamers, pennants, 
ATLANTIC diagonals, uprights, diamond cards, 
ring cards and price tickets. Cost 

56 South lth Street., Brooklyn iP N.Y. is $8.90 plus postage. A January 
sale promotion kit is also available. 
Mokers of the famous abc line of It has the same number of units as 


WEDDING ALBUMS e@ BABY ALBUMS @ SNAPSHOT ALBUMS @ POCKET ALBUMS the Christmas kit, costs the same. 
SCRAP BOOKS @ RING BINDERS @ DISPLAY BINDERS @ CATALOG BINDERS Freed has also prepare da 48 page 
, aS ais c - c - 


@ ALSO ALBUMS AND BINDERS TO SPECIFICATIONS @ , , ° 

mail order catalog featuring display 
ideas for Christmas and year-round 
sales. Catalog will be sent on request. 











MANUFACTURED ONLY BY 








WRITE FOR FREE CATALOG 
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His Lordship Products Issues 
1958 Nautical Jewelry Catalog 


his Lordship 


His Lordships Products Co., 245 
Seventh Ave., New York, creator of 
three-dimensional jewelry, has pub- 
lished a catalog showing its nautical 
jewelry line for 1958. 

The line, previously 
through marine specialty 
now available for sale through retail 


sold. only 
houses, is 


jewelers. 
For information, write to the firm. 


Anson Plans Ad Campaign 
For Fall, Christmas Markets 


Anson, Inc., Providence, R. L., 
ufacturer of men’s jewelry, has sched- 
uled extensive advertising coverage 
during the fall and Christmas gift- 
buying seasons. 

The firm will run an eight-page 
full-color section of ads in the De- 
cember of Coronet featuring 
three new Anson products — leather 
belts, jewel and shoehorns 
plus its men’s jewelry lines. 

Also, a 3/5 page, full color ad will 
appear in the Dec. 8 issue of This 
Week, syndicated Sunday newspaper 
supplement distributed in 37 major 
big-city markets. Each of the ads 
will feature retail store listings and 
local point-of-purchase information. 

Free Anson mat ads are available 
on request from Anson, Inc., 24 Baker 
St., Providence, R. I. 


man- 


issue 


chests 


Semca Shows New Clock Lines 
At Press Party in New York 

Semeca Clock Co., 30 Irving Place, 
New York, manufacturer of Phinney- 
Walker and Semcea clocks since 1915, 
held a fashion press party at the Wal- 
dorf-Astoria Hotel, New York, on 
July 16, to introduce its new clock 
designs. 

Shown were a 7-jewel clock with 
thermometer and barometer, a musi- 
eal alarm with 30-hour operating 
time, two desk calendar-alarms, a Co- 
lonial candlestick model and a 
modern-design wall clock plus numer- 
ous other models. 
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Opalite Creates Display 
For Floating Opal Crosses 


1311 Lombard St., 
manufacturer of 


Opalite, Inc., 
Philadelphia, Pa., 
religious jewelry, has designed a dis- 
play featuring its floating opal cross 
line. 

The unit shows three crosses, each 
in a crushed white velvet box, against 
a black background. Display may be 
laid flat or elevated, may be used in 
window or counter. 

Displays are available from whole- 
salers or from Opalite. 

The floating opal cros 
created especially for the 


display was 
Christmas 





and holiday season, and was designed 
to bring out the religious aspect of 
Christmas. 












A 


A N Y lighter has this... 


TTaONLY the 
BEATTIE | 
Ct LIGHTER 





has this, also! 


Alt <7 


When pipe-smokers (or gift-givers) ask “to see a 
they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
should be enjoyed...to smoke tobacco—not matches! 

Just show a Beattie-Jet in action—and man, 


lighter,” 





Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 


Biggest Consumer 
Advertising in 
Beattie History! 


sae eo 


you’ve got a quick sale! Held upright, the Beattie cos 


functions with the conventional flame for cigars and 
When tipped slightly, it creates the 0 
unique jet flame that aims into the pipe-bowl. 
Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small 
soldering jobs; for blackening gunsights; for thaw- 


cigarettes. 


ing out frozen car-locks. 


Get set- 
‘ your Holiday 
ample stock 
Lighters are 








Size of display: only 8”x8”. 


with the Beattie-Jet... Start 
buying early 
on hand. 
guaranteed 
come individually-boxred with this 


NEW 3-LIGHTER DISPLAY! 


(Shipped with any 3 lighters you choose) 


All Beattie-Jet 


Retail: from the new, 
popular-priced $4.95 
model... . to $49.00 


ae 


BULL os oN 
Ss 7 mh " 


xy 


Ni w XC mM KER ae 


| st Mase baud 
sllouses Garten 
’ SpORTS AFIELD 
*\-Fishermar 


to assure 


perfect and 





Here’s action merchan- 
dise...with the one and 
only JET-FLAME action! 


Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS,INC. Dept. JC, — 19 East 48th Street, New York 17 





225 





Barrows Designs Display Case 
For Children's Jewelry Line 


Wholesale suppliers of H. F. Bar- 
rows Co., jewelry manufacturing con- 
cern of North Attleboro, Mass., are 
now making available to retailers a 
compact new display case for presen- 
tation of Barrows’ children’s jewelry 
lines. 

The chest is fashioned in maroon 
leather grained and gold tooling de- 
signs. It displays for customer ap- 
praisal some 15 “Little Precious” 
children’s jewelry items, all finished 
in 1/20 12K gold filled. 

The chest itself has two large 
drawers for storage of the 21 extra 
items that come with the package. 


'& POCKETS WILL JINGLE... 


when you ship your precious metal scrap to 


Goldsmith. 90 years of ““know- how’ 


+ 


is reflected 


in the thousands of satisfied jewelers who 


continue to ship their jewelry scrap, gold filled 


and plated to Goldsmith 


Bros. with confidence. 


Bench sweeps, sink 


settlings, filings and 


polishings are refined 


so as to yield the maxi- 


mum in returns to you. 


SMELTING & REFINING CO. 


111 N. Wabash Avenue, Chicago 2, Ill. 
DETROIT - 


74 W. 46th Street, New York 36, N.Y. 
OAKLAND 


J. Bieler Promotions Offers 
‘Do It Yourself’ Sale Kit 


J. Bieler Promotions, wholesale dis- 
tributors, 29 E. Madison St., Chicago, 
believes that a retail jeweler should 
run a sale at least once a year. Ob- 
iectives are not only to clear out all 
stock but to build store traffic and 
develop new customers. 

The Bieler operation works this 
way: For $50 the company sends a 
complete “do it yourself” kit, includ- 
ing mats, tear-sheets, in-store signs, 
banners, sales cards and sales string 
tags. All of these items are specially 
tailored to the kind of sale the dealer 
wishes to run: removal, remodeling, 
clearance, anniversary or other. 

In addition, Bieler sends: an as- 
sortment of low-priced traffic items, 
on which the jeweler averages a 50 
per cent profit; advice on how to re- 
price his own merchandise during the 
sale, and instructions on how to con- 
duct the sale for one day, three days, 
a week or a full month. 


Swank Plans Extensive 
Ad Campaign in Life 


Swank, Inc., 404 Fifth Ave., New 
York, has announced plans for “the 
largest consumer ad schedule ever 
launched in the men’s jewelry field,” 
according to firm President Marshal] 
Tulin. 

The campaign will run in Life over 
a 12-month period, and will feature 
the entire Swank line of men’s jew- 
elry. The kick-off ad has appeared in 
Life’s Sept. 9 issue. Units will run in 
black and white, two-color and four- 
color. 

The national campaign will be sup- 
plemented by local newspaper ads. 


A. C. Becken Issues 
"1958 Becken Book'’ 


A. C. Becken Co., jewelry whole- 
saler and distributor of Chicago, has 
mailed its “1958 Becken Book” to re- 
tail jeweler customers. 

The catalog contains more than 500 
pages of jewelry store merchandise. 

Jewelers desiring copies’ should 
write to the firm, P. O. Box I, Chi- 
cago 90, Ill. 
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Mido Watch Assembles 
New Jewelers’ Catalog 


An extensive collection of self-wind- 
ing Mido watches is presented in the 
new Jewelers’ Catalog, issued periodi- 
cally by Mido Watch Co. of America, 
Inc., 580 Fifth Ave., New York. 

Some 106 Mido watches are de- 
scribed; 74 are illustrated. The firm 
produces only self-winding models, 
in a price range of $67.50 to $1000. 

Jewelers may obtain copies of the 
catalog by writing directly to the 
company. 


Eigin Ad Campaign 
Introduces New Watches 


Elgin National Watch Co., Elgin, 
Ill., has initiated a national magazine 
advertising campaign to herald its 
new line of Lord and Lady Elgin 
watches. 

Two-page, full-color ads have al- 
ready appeared in Saturday Evening 
Post, Look and Vogue magazines dur- 
ing September. And ads are sched- 
uled until Christmas. 

The new watches feature “horizon 
look” styling, have six adjustments 
and 23 jewels. Fall and Christmas 
watch orders are now being accepted 
on all Futura, Twilight, Vista and 
Sunrise models. Retail prices range 
from $79.50 to $159.50. 


Waltham Precision Instrument 
Issues 1958 Material Catalog 


Waltham Precision Instrument Co.., 
Waltham, Mass. (formerly the Wal- 
tham Watch Co.), has issued the 1958 
edition of its Waltham Material 
Catalog. 

The 136-page illustrated booklet 
lists all parts of the 35 million Wal- 
tham products made since 1853. In- 
cluded are watches and clocks, rail- 
road timepieces, stop watches, auto- 
mobile and aircraft clocks, chronom- 
eters and timers. The last previous 
catalog was published in 1948. The 
new edition enables retailers to give 
accurate cost estimates on parts. 

Catalog cost is $2. Orders may be 
sent directly to Waltham. 
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Foster Metal Products Offers 
Kit of Watchband Emblematics 


Foster Metal Products, Attleboro, 
Mass., are offering dealers an assort- 
ment of 36 fraternal watchband em- 
blems in nine separate styles. 

The emblems are grouped in com- 
partments within a kit unit, which 
includes demonstrator watch- 
band. 

The demonstrator watchband allows 
retailers to make up, at the counter, 


one 


anv of 36 fraternal bands that a cus- 


tomer might want to see. 
Kits are available from wholesalers 








SAYS 
Engravograph 
DOES 
BEAUTIFUL WORK 
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Jerrold Glass, 
Jeweler, 
Wheaton, Md. 
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“Most valuable 

to our store... You 
should be as proud of 
your product as we are 
of the beautiful work 
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the tracer-guided 
portable engraving 


machine anyone 


can operate! 


Send for booklet 


ikiuly hermes ENGRAVING MACHINE CORP. 


13-19 UNIVERSITY PLACE, NEW YORK 3, N.Y. 
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les of cleaning 


ASONIC 





by Henry B. Fried, 
JC-K Horological Consultant 


Pick the machine that’s right 
for your needs and a solution 


that’s right for your climate 





Part Ill 











® WITH EACH NEW MONTH the watchmaker-jewel- 
er is made aware of some new development in 
ultrasonic cleaning equipment. 

In the many letters sent to me by watchmakers 
who are curious and interested in this new meth- 
od, one of the questions most frequently asked is 
whether this method cleans so well that the 
watch plates and jewels will not hold the oil. 
Readers ask whether it is true that an epilame 
or a coating of stearic acid, a form of paraffin, 
is needed for the oil to stay put when applied to 
objects cleaned in this manner. They have read 
that some Swiss manufacturers who clean their 
parts with ultrasonics find them so immaculate 
that oil applied to such a surface has no “pur- 
chase” or grip and thus the oil merely runs like 
water on a damp or wetted glass surface. 

This results when watch parts are cleaned at 
the factory—but it does not result with watches 
which have seen service and must be repaired. 
In the factory the various parts coming off the 
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lathes or machines have yet to be assembled. 
They are all cleaned in batches of individual 
parts, such as plates of a certain calibre, steel 
wheels, arbors, etc., often by processes which are 
best suited for the absolute cleaning of these 
parts. Also, the chemicals used are circulated 
through efficient filters, so that there is no con- 
tamination and the parts are continually sub- 
jected to the cleanest possible fluid. Often the 
rooms in which the cleaning process takes place 
are under special air conditioning, and the con- 
trol throughout the drying process is most care- 
ful. Thus microscopic coating of the parts is 
necessary in order for the oil to adhere. 

But for the watch repairer, using an ultrasonic 
device to clean watch parts, such precautions are 
out of the question. Furthermore he must use 
chemicals which are suited for all his work. Con- 
sequently, watches cleaned in ultrasonic devices 
designed for the repairer need no epilame for the 
oil to adhere. I know of no one who has experi- 
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enced any oiling difficulties after using these 


devices. 


CAN THE WATCH BE LEFT INTACT? Watch- 
makers’ biggest question in ultrasonics is whether 
the watch movement can be cleaned while intact 
and not dismantled or how much of the movement 
can be left together. Disregarding the question 
whether one would want to take the watch apart 
for inspection of worn or damaged parts, it is 
difficult to give a positive Yes or No answer at 
present. Results have not been uniform. I have 
cleaned and observed others who have cleaned ee ae es a eS 
watch movements of all types in these devices, Te ee SS NEN mm 
purposely leaving the entire movement intact, 
removing only the dial, hands and cannon pinion. 
The condition of the jewels was pre-inspected 
under the microscope. After ultrasonic cleaning 
and drying, the movement was taken apart and 
again inspected. The parts were unusually clean, 
without trace of residue or filmy surface. Some- 
times, however, a residue remains on the cap 
jewels, and rust spots are not removed. 

In examining such watch movements no uni- 
form cause of failure could be discovered. Some 
of the watches were new-type movements; only 
a few were old, pre-1930 models, which inciden- 
tally often showed better cleaning results. How- 
ever, in the older watches, the pivot fits were not 
as close as in the later models in which entrance 
of the cleaning solutions or egress of loosened 
dirt may have been blocked. en 

In the newer, smaller watches the exit avenues +: i. naa: CC 
were tighter and, when the balance and bridge 
were taken out (though not separated), the 
cleaning was better. Experience with various 
cleaning solutions compatible with ultrasonic 
cleaners will help obtain good results with this 
method. Some chemicals remove tarnish better 
than others, and these must be designed to oper- 
ate with the range of frequencies of the ma- 
chines. This will be explained in detail later. 
Of course, it is possible to clean partly dismantled 
watch movements with ultrasonic devices and 
“negging” of the holes may be omitted. 

For cleaning pin-lever movements and clock 
movements, this medium is ideal and further 
liberties may be taken in leaving the movement 
together. Later, actual operational procedures 
will be reported on the cleaning and drying 
processes and the types of solutions. 


HOW CLEAN IS CLEAN? Cleanliness is bound to 
be a matter of degree. Experiments prove that 
a part which appears clean under the watch- 
maker’s bench loupe (4X) shows foreign matter 
under a pivot loupe (10X). When these parts 
are re-cleaned, the pivot loupe is satisfied that in Sf. A, Senaae: wale of se constemmnmenenat toes 
the surface is clean. However, under microscopic a Se SE: I ene. 
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Fig. 15. Showing a close-up of the 


‘*cold-boiling”’ 


process in a large ultrasonic cleaning tank. 


Fig. 16. A German automatic ultrasonic 
mass cleaning of watch movements. 





machine for 


ULTRASONICS (continued) 


Small units will do a good 


examination minute particles are still seen, espe- 
cially on cap jewels and polished steel surfaces. 
When clinical care is taken in cleaning, initial 
inspection under 50-power shows a sterile sur- 
face. However, a prolonged inspection reveals 
the settling of minute foreign particles on the 
surface. This takes place whether the room is 
air conditioned or not. Watchmakers needn't 
worry about such microscopic matter, because it 
does not interfere much with watch performance. 

The whole subject of horological cleanliness 
may be likened to the diamond which is judged 
‘“nerfect” if no flaw is revealed under ten-power 
magnification. It is unreasonable to expect the 
watchmaker to inspect all his parts microscop- 
ically; parts and surfaces appearing clean under 
normal inspection should be considered clean 
enough for general use. To return to ultrasonics, 
the new medium cleans more thoroughly and 
more quickly than older media. 


CLEANLINESS AND BRIGHTNESS. A part may be 
clean but its surface may be dull. The dictionary 
defines the word clean as “the absence of dirt 
or filth.” Dullness of the parts is due to tarnish 
or oxidation. Parts washed with water or with 
a wetting agent will be free of foreign matter but 
probably not of tarnish. To restore brightness 
or polish, a chemical agent that will strip off the 
oxidation is needed. Ultrasonic devices will re- 
store polish when the cleaning fiuid is designed 
for this purpose and is adapted to the particular 
ultrasonic machine and to the frequency at which 
it operates. 

Almost all ultrasonic machines, using any 
‘ange of frequency, do the job for which they 
are designed—some, of course, with better results 
than others. From my own experience, ultra- 








job jor the retail jeweler in a Jew seconds 


sonic machines using low frequencies operate best 
with water-based, foaming solutions (which do 
not foam in ultrasonics because there isn’t the 
same type of agitation as in mechanical devices). 
Ultrasonic machines operating close to a mega- 
cycle do better with a petroleum-type solution. 

As in all cleaning done in liquids, the parts 
removed from the liquid cannot be cleaner than 
the liquid itself. If too many watches have been 
cleaned in the solution, critical contamination 
results. As the parts are removed, they bear a 
coating of the liquid with its contaminant. 

Some of the larger ultrasonic machines such as 
Curtiss-Wright, Branson, Acoustica and Gulton 
have a drainage system which circulates the con- 
taminated fluid through a filter and returns the 
purified fluid to the transducing area. These 
machines are ideal for the manufacturing jewel- 
er, but are too big and costly for the watchmaker 
or the retail jeweler. For the retail jeweler who 
desires to use a small model to clean customers’ 
rings, jewelry and stretch bands, there are 
smaller units which perform amazingly well. 
Diamond wedding rings which have accumulated 
a thick layer of soap and dirt, watch stretch 
bands and similar pieces of jewelry are cleaned 
perfectly in a matter of seconds when immersed 
in the small container of such a device, using 
liquids especially formulated for this purpose. 
The jeweler interested in such a device to pro- 
mote store traffic could place the tank container 
on the counter, where the customer could observe 
the action, and install the generator, which is the 
size of a table-type radio, beneath the counter. 
Some of these units are made by Acoustica, Ben- 
dix, Gulton and Branson. Such a device, shown 
in Figure 12, is one of many models available to 
the jeweler. 
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REGIONAL DIFFERENCES IN CLEANING TECH- 
NIQUES. Cleaning results with ultrasonics, as 
well as with conventional devices, differ with the 
weather. In dry areas, the results in cleaning as 
well as in oil retention are generally good. In 
humid sections watchmakers have to use other 
solutions for best results. Thus, if a watchmaker 
fails to get good results with a method which has 
been extolled in a national magazine, he might 
ask whether his failure is due to conditions which 
are peculiar to his part of the country. In damp 
regions, a wetting agent added to the cleaning 
solution has been found to aid in the cleaning 
process and to prevent later deposits of filmy 
surfaces. (These regions experienced difficulties 
when carbon tetrachloride was a favorite rinsing 
agent.) Ultrasonic cleaning, therefore, is not 
merely a matter of good cavitation or energy; it 
must be coupled with effective cleansing and dry- 
ing chemicals expressly matched to the frequency 
of the machine and compatible with the prevail- 
ing atmospheric conditions of the area in which 
it is to be used. 

At the present writing, ultrasonic watch-clean- 
ing devices are made and marketed by Hermes 
Sonic, Zenith Mfg., American Time Products, 
McKenna Laboratories, C. & E. Marshall Co., and 
Swartchild & Co. The American Time Products 
and McKenna units have cavitation in both the 
cleaning and one-rinsing containers with heat- 
drying applications. The Swartchild and Mar- 
shall units are similar but have a mechanical 
spin-off and drying section, while the Zenith and 
Hermes units are coupled with traditional watch 
cleaning machines. 

Each unit will be illustrated and its principles 
reported in future articles. Cleaning techniques 
recommended with also be included. Zea 
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WORKSHOP 


QUESTIONS 
and ANSWERS 


400-DAY CLOCK: I have a 400- 
day clock which I haven’t been 
able to make run properly. It 
makes barely half a turn and 
loses 15 minutes an hour. The 
only way I got it to run at all 
was to lower the crutch as far 
as possible. If I raise it merely 
1/16” it will stop. Everything is 
in order. I have replaced both 
the mainspring and suspension 
springs. It is a Patent Angemalt 
disc pendulum, one of the older 
models. I don’t see anything that 
would cause this failure except 
that the anchor stalk has been 
resoldered and it has to sit ata 
slight angle towards the front 
of the clock. 


Answer: Your trouble might 
lie in the verticality of the an- 
chor stalk; as the fork moves 
from one side to the other, the 
relationships become altered. 
You must get the crutch up 
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higher. This will give the 
greater arc that is needed. As 
for your clock’s stopping when 
you do this, follow these direc- 
tions: First see that the anchor 
pallets are correctly engaging 
the escape teeth with the cor- 
rect lock and drop. The inside 
and outside drop must be equal. 
Check the eccentric nut; this 
may have been tampered with. 
Make certain that all escape 
teeth are of the same length and 
not bent. If possible make the 
extending anchor pin (stalk) 
vertical without any inclination 
to the front or rear of the clock. 
If this is upset to any degree, 
it will cause an upset in the 
planned leverage of the anchor 
pin upon the fork which strad- 
dles it and fail to impart impulse 
to the suspension unit. Next 
make certain that the fork does 
not bind on the vertical pin and 
that it is not so loose that the 
anchor is permitted too much 
waste motion in the jump. The 
fork should straddle the pin 
about 5/16” from the _ point 
from which the tension spring 
is suspended. This gives it a 
better motion and also prevents 
chattering of the escapement, 
should the clock table receive a 
jar. Finally, if necessary, use a 
stronger suspension spring. It is 
possible that with a mainspring 
of different tensile strength (al- 
though of the same gauge) a 
different suspension unit will be 
needed. 

RECOVERING CANNON PINION: Is 
is possible to recover the can- 
non pinion if the center post has 
become broken off and the long 
pivot is stuck in it?—G. Mc- 
Mahon, EI! Dorado, Ark. 


Answer: It is possible to re- 
move the stump of the center- 
post from the cannon pinion by 
drilling through the top of the 
closed-top pinion and then push- 
ing this pivot outward. How- 
ever, with the cost of materials 
today and the cost of your time, 
let alone the price of the pivot 


drills that you will break doing 
the job, it would be more profit- 
able to buy the center wheel 
complete with the cannon pin- 
ion. In this way, the cannon 
pinion is matched with the cen- 
ter post and you will not need 
to adjust the tension of the can- 
non pinion when trying to fit it 
again. 


WOODEN CLOCK: Please give us 
some advice on lubricating a 
wooden clock. All the parts but 
the escapement are wood. The 
pivots are wire.—Fred Vining, 
Pine Bluff, Ark. 


Answer: When a wooden clock 
has metal bushing, it should be 
lubricated like any other clock 
movement. Of course, do not use 
so much oil that it spills over 
onto the wooden plates. Clocks 
with wooden plates and wooden 
wheels without metal bushings 
should not be oiled at all. How- 
ever, since you say your clock 
has brass bushings, use regular 
clock oil. If you fear that the oil 
will run over to the wood, re- 
move the wheels and counter- 
sink the brass bushings so that 
the countersink serves as an ol! 
well. Do not use graphite. You 
may use a silicon-based grease 
like Hamilton’s STG. 


REMOVING CAP JEWELS: Very 
often I have trouble removing 
the loose cap jewel from the 
shockproofing blocks. I mean 
those which are seated in the 
balance bridge and on the bot- 
tom plate. The loose cap jewel 
sits in a little recess on top of 
the hole-jewel bushing and it is 
hard for the tweezers to grasp 
and separate the cap jewel from 
the hole jewel for cleaning and 
oiling. Is there any trick to 
doing this ?—-Louis Greene, Ken- 
osha, Wis. 


Answer: Most of these types 
of cap jewels will come apart 
(Please turn to page 234) 
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New Member of an Old, 
highly-respected family 


RASONIC 


PIVOT MASTER 
PIVOT STRAIGHTENER 


WATCHMASTER TAPE MODEL 


WATCHMASTER DRUN 


American Time Products. Inc. 
580 Fifth Avenue, New York 36, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE 


WATCH AND 
JEWELRY CLEANER 


Ultrasonic cleaning converts electrical energy 
into high frequency vibrations in liquid. 
With the WatchMaster method, dust. dirt. and 
dried oil are “scoured” away, even from such 
areas as the recesses of jewel assemblies. Mag- 
netizeable particles are removed and isolated 
so that they cannot re-circulate in the cleaning 
solution. 
FEATURES 
e CLEANER, RINSER, DEHYDRATOR 
AND DRYER — ALL IN ONE CABINET 
1 TO 3 WATCHES CLEANED AT ONE 
TIME IN SECONDS 
THE WATCH TRAIN NEED NEVER 
BE TAKEN APART FOR CLEANING 
WILL NOT DAMAGE DELICATE 
PARTS 
FAST, THOROUGH, SAFE 
HIGH EFFICIENCY, LONG LIFE 


(Available on Time Payments ) 


American Time Products, Inc. 


580 Fifth Avenue, New York 


Gentlemen: Please arrange a demonstration at our 
bench (for the instruments checked). 
[] Ultrasonic Watch and Jewelry Cleaner 
[-] WatchMaster (Tape model} 
) WatchMaster (Drum model) 
| Elimag (Watch Demagnetizer) 
] Pivot-Master (Pivot-straightener) 
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Store 
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WORKSHOP (Continued) 

if the unit comprising the hole 
jewel and cap jewel is dropped 
into the jar of cleaning solution. 
Another method of getting them 
apart is to turn the unit bottom 
side up on the bench, grasping 
the bushing in a pair of tweezers 
and pressing the cap jewel onto 
a bit of beeswax. Still another 
method is to grasp the bushing 
with the tweezers and force a 
fine wire-like needle through 
the hole jewel. This will push 
out the cap jewel quite easily. 

< * 


* * 
ULTRASONIC CLEANERS: I have 
read that there are ultrasonic 
machines that will clean watches 
without taking them apart. One 
of the watchmakers in my town 
told me that he was told this, 
too, by a visiting salesman of 
watchmakers’ equipment. Does 
this mean that the watch can 
be cleaned without taking it 
apart, leaving in the barrel and 
mainspring, balance and bridge? 
How much does one of these ma- 
chines and who makes 
them ?—G. M. Side, Waycross, 
Ga. 


cost 


Answer: By reading JC-K’s 
current series of articles on ul- 
trasonic cleaning you should 
have all your answers. In re- 
gard to leaving certain parts 
together, that is up to the in- 
dividual and his method of ap- 
plying oil to the parts after they 
are cleaned. Even should these 
devices perform all the claims 
you hear about them, how will 
you go about getting oil to the 
parts? Perhaps it might be bet- 
ter to take them apart before, 
since you will have to do it later 
anyway. As for leaving the 
barrel and bridge in, our expe- 
rience has not been successful. 
This also applies to the balance 


and bridge. 
* 


CYLINDER WATCH: Our repair 
department has received an old 
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cylinder escapement watch 


which it does not feel qualified 
to tackle. This watch will prob- 
ably require hand-made parts. 
Would you recommend a reliable 
place to send it 
overhaul and repair ?—Gardner 
Jewelry Co., Kirksville, Mo. 


for complete 


Answer: You might try Eph- 
raim Greenberg of 6 E. 46th St., 
New York. Greenberg is horolo- 
gist for the James Arthur watch 
and clock collection at New York 
University and should be able 
to do this job for you. Actually 
repairing cylinder watches, re- 
gardless of age, is not difficult. 
They are not generally repaired 
by the American watchmaker 
and are therefore strange to 
him. If cylinder pivots are 
broken, the pivot and plug (tam- 
poon) can be pushed out and 
another driven in and adjusted 
to the height desired. Cylinder 
plugs of various thicknesses are 
sold in material houses and so 
are hollow-cylinder blanks. Even 
if the cylinder is missing, it is 
comparatively easy to match 
one. In this case, the escape- 
wheel teeth become an accurate 
gauge. Merely place the pro- 
spective cylinder between the 
teeth spaces; it should fit with 
just a little play. Now take the 
same hollow cylinder and fit it 
over an escape tooth. It should 
fit with the same amount of play 
as it did between the spaces. The 
cylinder that fits is the one to 
use. Actually this is like a yes- 
and-no gauge and very accurate. 


WATCHMAKER’S CHARGES: 
Please advise if there is any 
basis for how much a watch- 
maker should charge for an 
average hour’s work. — Ray 
Mears Jewelers, Orlando, Fla. 


Answer: The basis for any 
type of mechanic’s work depends 
upon the labor market. It also 
may vary with the locality and 
the cost of living. In New York, 


for example, watchmakers of 
ordinary skill and _ production 
rate receive about $2.50 an hour 
with variations above and be- 
low this scale. If a watchmaker 
there could not obtain about 
this much from his own indus- 
try, he would soon transfer his 
skills to an allied field with 
greater financial rewards. This 
in turn would then create a tight 
labor market and offers would 
rise. Any skilled or unskilled 
worker generally asks for as 
much as the traffic will 
When an overabundance of 
watchmakers is. available, it 
then becomes an_ employers’ 
market. 

As to what a watchmaker 
should charge a customer for his 
labor per hour effort, he must 
take into account his base pay, 
possible breakage coverage, in- 
surance, overhead, profit, amor- 
tization of tools and equipment. 
This should amount to $6 or 
$7 an hour to the consumer. 


* * # 


bear. 


FIRST WATCH FACTORY: Is it 
true that Luther Goddard es- 
tablished the first watch factory 
in America in 1809?—Ardjas 
Vitkaukas, Jersey City, 2, N. J. 

Answer: Yes. Luther God- 
dard, a preacher and evangelist, 
was trained by one of the Wil- 
lards in Grafton; set up a small 
shop in Shrewsbury, and was 
favored by the “Jefferson Em- 
bargo”’ which ended in 1815. His 
production over in 1817. 
His watches had the American 
eagle and shield engraved on 
the balance cock. Very few of 
them are still around. It is said 
that about 500 watches were 
produced. He later went back 


to preaching and died in 1842. 
* * 


Was 


MUSIC-BOX REPAIRS: I have a 
music - box mechanism’ which 
the customer wants repaired. 

(Please turn to page 236) 
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BETTER GOLD PLATING 
THROUGH RESEARCH 


The Research and Development Department at Spec- 
tranome is constantly seeking new ways to produce better 
gold plating at lower costs. These skilled technicians have 
solved many unique plating problems and they can be 


put to work for your product. 


Why not call Spectranome on your next plating job? 


Better gold plating will make your product better. 


SPECTRANOME PLATING CO., INC. 
336 W. 13th STREET + N.Y. 14, N.Y. * AL 5-8677 











SINCE 1887 


A very fine new book of facts about B.TS. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Mr. Jeweler: You should encourage young 
men to take this training. We never have 
enough graduates to supply the demand. The 
best jobs await Bowman School graduates. 
Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, pret AAT Ea Charles Ezra Bowman, 


Director 
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HARD-SOLDERING FLUID 


JEWELERS EVERYWHERE SAY IT’S BEST! 
FOR FIFTY YEARS, IT STOOD THE TEST. 


It also does a fine cleaning job as it removes 
tarnish easily; saves you time on both 
soldering and cleaning. 

Eurema can be used either with an alcohol 
lamp, torch or electric soldering machine. 





Can be used on solid gold, gold filled, 
silver, brass, steel, etc. Serves as anti- 
oxidizer, pickle and hard-soldering solution. 





+ 51-841 in 3 oz. bottle... 60 cents 
3 bottles for $1.65 


Order from your Jewelers Supply House 


HAMMEL, RIGLANDER & CO., INC., NEW YORK 16, N.Y. 
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Repeated tests by a leading 
Swiss Horology Laboratory have 
proved these oils possess ex- 
traordinary stability under ex- 
treme temperature, from 180 
degrees to 0 degrees Fahrenheit. 
Will not gum or spread. Perfect 
lubrication is insured over very 
long periods. The true crafts- 
men will always insist on 
Microtime Oils. 

These oils are prepared in four 
viscosity grades: 

Type A—Ultra Light 

Type C—Light 

Type F—Medium 

Type H—Heavy 

The Very Finest — Imported 
from England 


Order from Your Newall Jobber 
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BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
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WATCH REPAIR 


Dependable « Fast * Economical 


Over a Quarter-Century 


of Service 


Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
* 


All Work Waotchmaster-Tested 


* 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 





WORKSHOP (Continued) 

The barrel has quite a number 
of pins broken off, a loose wheel 
pinion caused the barrel to race 
over the comb, shearing the 
pins. Is there any way to re- 
move the pin stumps without 
having to push them or drill 
them out? I can put new steel 
pins. Is there any way to re- 
store the tune but my problem 
is to get the holes clear. 


Answer: Replacing the pins 
should not be too difficult. Place 
the barrel into a solution of 
alum and water contained in a 
porcelain, glass or pyrex jar and 
keep the solution warm. This 
will rust away the steel pins. 
Then, after soap-brushing the 
barrel, you can replace the pins 
either friction-tight or fitting 
close enough so that the stumps 
of the pins emerging into the 
hollow inside of the barrel can 
be secured with shellac—as you 
would a roller jewel. Make cer- 
tain that the pins are all the 
same height. Another method 
of “rusting’’ away the 
the barrel is to “‘pickle’”’ the bar- 
rel in a heated solution of sul- 
phuric acid and water, 10 per 
cent acid and 90 per cent water. 
This can be heated in a copper 
pickling pan. This method is 
very fast. 

+ 

RUSTED HAIRSPRING: How do 
you remove rust spots from a 
hairspring? I have a job on a 
large old pocket watch and I 
don’t think that I will be able 
to get a new hairspring. — A. 
Gorman, Ohio. 


Answer: When a hairspring 
is rusted it is best to replace it 
with a new one. Some of the 
older watchmakers used to roll 
a cone of beeswax on a thick 
piece of pegwood stick. Then 
they would press the hairspring 
onto the beeswax and emery the 
rust spots. After that, they 
would reverse the hairspring 
on the cone and remove the rust | 


pins in — 


on the other side of the coils. At 
best they were only delaying an 
inevitable death. This required 
re-regulation and adjustment 
while the deep rust spot would 
eventually become worse. Today 
there are very few hairsprings 
that cannot be replaced or vi- 
brated to match. 
oa * 

JUDGING THE GRADE: We would 
like to know how to judge the 
grade of a Swiss movement such 
as an FF60 or AS 1361 when we 
are buying new watches.—G. A. 
Henderson, Hendrickson’s Jew- 
elers. Eau Claire, Wisc. 

The grade of a new 
watch movement of standard 
ebauche manufacture can 
be determined by an experienced 
watchmaker. Two movements 
of the same calibre and ebauche 
can differ greatly in quality of 
the jewels, finish and plating of 
the plates and the engraving 
upon them, the polish or finish 
of the wheels, quality of the 
mainspring, the bevelling and 


Answer: 


best 
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polishing of the bridges. 

Examination of the escape- 
ment should reveal the differ- 
ence in finish, whether the es- 
cape wheel is polished, teeth 
burnished or polished. The pal- 
let frame edges, slot and fork 
details will reveal the extra care 
that goes with extra cost. The 
quality and setting of the pallet 
jewels, guard finger, the finish 
of all screws and the pains 
taken in removing burrs and 
rough edges from the movement 
also tell a lot. The balance it- 
self should then be scrutinized 
for composition of good tem- 
perature - control alloys, the 
truth and poise of the balance 
and the quality and number of 
the screws, although the latter 
is not a universal criterion. Ex- 
amine next the hairspring and 
how it is fitted with its details 
in colleting and studding. The 
quality of the regulator and the 
finish of the various jewel 
screws. The roller quality also 
reveals a great deal, and don’t 
forget the timekeeping perform- 
ance. Each of these things can 
raise or lower the cost of the 
movement so that it becomes far 
superior or inferior in finish 
and workmanship. 

* aa ~ 

“BLACK MUD”: Can you tell us 
why it is that we find so many 
automatic winding gears that 
are gummed up and look as 
though they had black mud on 
them? We find this condition 
before and after cleaning an 
automatic.—J. G. 


Answer: The “black mud” 
you find in automatic watches 
winding gears is a form of lu- 
brication grease, probably too 
generously applied. If you see 
it after cleaning, it is because 
you have not cleaned out all of 
this grease and the chemical you 
used to dissolve it caused it to 
spread. If you will take your 
watches completely down and 
clean them with fresh solutions 
thoroughly, you will not have 
this condition unless, of course, 
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you use the same type of grease 
to lubricate the parts again. In 
any case, use the lubricant the 
maker recommends. Actually I 
do not think that all self-wind- 
ing watches have this type of 
lubricant. 





BOOK REVIEW 

Clock & Watch Escapements. 
By W. J. Gazeley. Published by 
D. Van Nostrand Co., Princeton, 
N. J. 294 pages. 

In this new book on escape- 
ments, Mr. Gazeley has treated 
the subject from the viewpoint 
of the expert he is. He has had 
extensive experience in the mak- 
ing and matching of escape- 
ments and at one time special- 
ized in this work. 

There are almost 200 very fine 
line drawings which show in 
clear form the methods used to 
repair and adjust these escape- 
ments. The escapements cov- 
ered in the book are the Verge 
or Crown wheel; Recoil; Dead- 
beat; Gravity; Chronometer 
(spring detent) ; Dead-beat and 
platform. Each of the above is 
treated as it relates, of course, 
to clocks. A section on watch 
escapements treats the verge as 
it should be fitted to watches, 
the Mudge Remointoire; Cylin- 
der; Virgule; Duplex; Lever 
and various forms of the detent 
escapement. There are chapters 
on the uses of the special tools 
to be used with the repair of es- 
capements. 

Mr. Gazeley starts his work 
with a description of the verge 
escapement. For the young 
watchmaker who is unfamiliar 
with this escapement, such a de- 
scription is a welcome one. To 
those who are obliged to do res- 
toration of antique watches, the 
chapter on the verge is most 
practical. In it he mentions that 
the drop on this escapement 
must especially be equalized and 
brought to a minimum. He says 
that unequal drops indicate that 
the verge is not planted cen- 
trally across the crown wheel or 








else the verge is not parallel to 
the wheel teeth. This otherwise 
simple and oldest form of es- 
capement can be troublesome at 
times for lack of attention to 
these details. Worn pallets and 
bushing holes are other causes 
of trouble with the verge escape- 
ment. The preparation of the 
suspension and methods of et- 
fecting the repairs are ade- 
quately covered. Even the mak- 
ing of a new verge is covered 
with step-by-step instructions. 

In the section on clock escape- 
ments, the chapter on recoil es- 
capements shows how to make 
the pallet or anchor should it 
need replacement, and how to 
make one should the sample be 
lost. The author prefers that the 
anchor be drafted to a piece of 
good steel four times the thick- 
ness of the escape wheel. Thé 
outline is then made to appear 
as perforated by the operation 
of drilling out the outline, after 
which sawing the part is easily 
done. He also mentions that 
pivot wear in these pallets oc- 
curs at more places than arbor 
holes, and points out that pivots 
on the recoil pallet arbors do 
wear. Methods of peening and 
contracting the pallet span are 
shown in drawings and visual 
methods of testing are covered 
with equal detail. A few good 
pages on the treatment of pen- 
dulum crutches is given, and 
other forms of the recoil escape- 
ment are discussed. 

The French clock recoil es- 
capement and the drum escape- 
ment are mentioned with their 
idiosyncrasies and hints on their 
adjustment. The American 
“verge” pallet made from bent 
steel is covered but readers who 
are interested in the repair of 
antique American clocks could 
wish that more might have been 
said about this. However, 
enough ideas are given on the 
repair of the recoil escapement, 
of which this latter type is part, 
to provide the American antique 
clock repairer with some useful 


(Please turn page) 


237 





BOOK REVIEW (Continued) 
hints. In this connection, Mr. 
Gazeley says that unround 
wheels can be touched up, but he 
cautions against touching the 
back slopes of the escape teeth. 

The dead-beat escapement is 
covered, for its use in both long- 
case clocks and shorter ones, in 
a separate chapter. The making 
of the big escape wheel is shown 
with the use of fly cutters and 
milling heads. The method of 
slitting the anchor for the fit- 
ting of separate pallets is also 
shown. 

The Brocot or “visible escape- 
ment” is treated, and methods 
are shown for replacing the 
jeweled pins with good hard 
steel ones. The pin-wheel escape- 
ment met with in many of the 
wall regulator clocks with huge 
pendulum bob is discussed, and 
the methods of adjusting are 


shown. Short descriptions are 
given of the Galleleo, Single-pin 
(McDowall) and the chopper 
(those French clocks where the 
doll swings back and forth in- 
stead of side to side). 
Escapements used in gravity 
or remointoire clocks are shown 
with explanations of their oper- 
ation. One rare gravity clock, 
which uses itself as the power- 
ing weight, is shown with its 
escapement. The book is a wel- 
come catalog of numerous es- 
capements not described or 
listed elsewhere. Tower clock 
escapements, such as the pin- 
wheel and gravity, are illustrat- 
ed and taught as well as the re- 
mointoires for each. Dead-beat, 
detent escapements designed for 
clock use are taken up in an- 
other chapter with some inter- 
esting variations illustrated. 
Over 20 pages are devoted to the 
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repair and adjustment of the 
cylinder escapement with illus- 
trations of numerous jigs and 
tools to make the repair easier 
and surer of success. Other 
watch escapements are the plat- 
form escapement in French 
traveling clocks, duplex; double- 
duplex or crab-claw escapement 
as it is sometimes called, and the 
virgule escapement. 

The lever escapement section 
runs about 40 pages describing 
the various types. 

Mr. Gazeley uses tools and 
methods which might be unfa- 
miliar to any but the older 
watchmakers, but they are 
methods that have been used by 
the craftsman for many years 
and they have aided them in 
producing skilled and beautiful 
objects. A generous index aids 
the reader in getting to details 
quickly. i 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED”—"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 
word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first : 
words; additional words 30 cents per word. 


@ Name, Address, Initials and Abbrevia- @® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 
tions count as words. ® Classified ad form closes 10th of the 
® If answers are to be forwarded, 20 cents month preceding date of issue. 
extra to cover postage must be enclosed. © A box number when used in ad counts 
_ as five rk that is, “Address #13, 


® No Agency Commission. care of J C- 
In answering Box Numbers address envelope “Box —,” care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 
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DIAMOND assorter and salesman, spe- 
— in rounds, baguettes, marquises ; 


Situations Wanted xpert fitter of pieces; six years’ experi- 
seeks position with reputable firm. 


pee S, 
Addre sss 339.” care of JC-K 





EXPERIENCED watchmaker desires posi- 
tion; prefer Illinois, or Missouri: age | . ; , 
i3, twelve years’ experience. Address | DIAMOND man, young: thoroughly ex- 
T 9946" care of JC-K perienced ; wishes to connect with es- 

tablished, reputable New York ees 
—_—— house; best references. Address ‘337, 

SALESMAN, retail, with special talent sarschsdlinnallinteation 
for making and keeping customers: also 
experienced watchmaker Address DIAMOND man, 33, experienced in rough 
3538," care of JC-K. and polish desires position with repu- 

table wholesale house; ass’t buyer on 

inside sources; best refere neces. Address 

MNGRAVER—experienced, temporary or ‘*347,"" care of JC- 
consider permanent position; Jamison, 

, Franklin St., N.E. Washington 2, 
D. C WATCHMAKER, HIA certified; experi- 
enced, age 38; desires permanent posi- 
tion with reliable jewelry store inter- 

BOOKKEEPER, accountant heavy exclu- ested in quality work; prefer south- 
sive experience; highly capable: out- | west. Address “A., 3332.” care of JC-K. 
tanding record: se ecking responsible 
position Address ‘“‘s 3345," care of | 
J(*-K | SALES, college graduate, business: now 

handling multi-million annual sales 
volume for large watch company seeks 

SALESMAN, personable, aggressive: ten sales opportunity with future; married; 
vear following among jobbers, exporters, willing relocate Address “B., 3324,” 
watch importers, chain stores. etc. : care of JC-K 
ceks reputable line for eastern terri- 
tory. Address “S., 3301,” care of JC-K. 


. MANAGER ; promotion minded ; imagina- 
tive; creative: excellent diamond mer- 
(COMPETENT engraver and G.ILA. gradu- chandiser : eh lucrative proposition 
ate: desires position as envraver-sales- reputable chain - Fe bruary availability 
man with an American Gem Socie ty strictly e onfide '_ i! Address “T., 
member store. Address “* 3339,’ $336," care of JC 
care of JC-K. _ 


enemnen MANAGER, salesman, 30 years’ qualified 
experience retail jewelry business han- 
diing credits, promotions, advertising, 
buying; now employed: south eastern 
area ee Address “V., 3334,’ 
care of JC 


DIAMOND ring salesman employed 
prominent store; resume travel 1958; 
key cities; New York, Ontario, Quebec, 
New England, P* nnsy lvania Address 
“R., 3337," care of JC- 


COMPETENT watchmaker, 25 years’ ex- 
RONTMAN available, better class time perience with leading jewelers; good 
payment store; mature; reputable gen- front man; desires permanent position 
tleman; personable; friendly, enthusi | with southern store: congenial; excel- 
astic peak diamond business guaran- lent references Address “B., 3333,” 
teed \ddress “S.. 3335.” eare of JC-K care of JC -K 


MANAGE R, salesmen: executive abilits 

25 years’ experience; all phases jewel- 
ry business: credit, advertising, mer 
chandising: desires affiliation with re- 
liable firm. Address “E., 3331,” care of 
JC-K 


DIAMOND man, number of years exper!- 
ence assorting and appraising; select 
ing stones for rings; fill orders; with 
large ring manufacturers; references 
New York City preferred Address 
a — care of J om 





BOOKKEEPER female full charge 
thoroughly experienced correspondence 
diamonds and jewelry: competent; 
sonable; excellent references ; 

York City Address “A., 3297,” 
JC-K 


MANAGER—rfretail diamond department 
30 years’ experience as manager and 
salesman: 20 years with one company 
7 another: salary $7,500.00; married 
age 49 Ee. L. Potter, 3541 Warwick 
Bivd., Kansas City, Mo 





PRODUCTION manager: all phases man- 
ufacturing ladies: bridal sets gents 
rings; princess rings: die struck and 
cast; many years’ experience with Hub 
cutters, die makers, mode! makers. Ad 
dress “340,” care of JC-K 


NEW England salesman, age 39, same 
company fourteen years, selling stone 
rings, diamonds, mountings and watches, 
desires to carry one line, preferable na- 
tionally advertised product good retail 
following Address “‘L., 3344,” care of 
JC-K. 


SALESMAN, 0 experienced, following 
jewelry-gzifts tores Long Island, 
(Jueens, Bronx Westchester ; selling 
jewelry, gifts, appliances, promotional 
items: college degree highest refer 
ences: commission Address “C.. 3312 
care of JC-kK 


MANAGER salesman, thoroughly quali- 
fied every branch of credit jewelry 
business, credits, collection, ete also 
personnel supervision presently em 
ployed managing large unit desires 
change; available October: will relocate 
Address “346,” care of JC-K 


MANAGER salesman, 26 years in busi- 
ness, complete knowledge credits, col- 
lections, display top salesman strong 

Y. background: presently operating 
fast operation in South locate any 
where : preset! t earning $19,000 Ad- 
dress “R., 3340.”’ eare of JC-K 


WANTED: fresh start in quality store 
that sells jewelry instead of credit: 
have managed large credit store 3 
years with full responsibility for adver 

tising, buying, sales; college degree in 

business management; hard worker 
with fresh ideas; start as salesman or 
manager trainee for $150 a week; can 
prove I’m worth more; write today 
Address “M.. 3296,.”"" care of JC-K 


FORTY years a retail jeweler, owner, 
employee, gemologist, salesman; buying 
advertising, credit and collections, per- 
sonnel supervision; wants position with 
a gentile firm: highest character, hon- 
est, trustworthy: what have you to 
offer. Address “D 3217,” care of 
JC-K, 





EXPERT diamond buyer, assorter for 
melle and sizes, and picker of baguettes 
and round stones for fancy pieces; also 
ring production manager; have excel- 
lent background; family man; seeking 
position with firm needing key man 
minimum salary to ‘Start $150.00 per 
week. Address “341,” care of JC-K 





ATTRACTIVE, well-poised woman with 


diversified experience in all phases of 


merchandising, production, buying, sell- 
ing, and styling of engagement and 
wedding rings; accustomed to seeing 
things through from inception to sale 
excellent references. Address “‘K., 3292 
eare of JC-K 


(Continued on page 240) 
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GERMAN watchmaker, 
graver, clockmaker; reliable, ex- 
perienced; 7 years self-employed; 
32, married, one child; desirous 
to immigrate anywhere USA. For- 
warding address: Ruth Schellin. 
M.D., 350 Riversville Road, Green- 


wich, Conn. 


jeweler, en- 


Lines Wanted 


EXPERIENCED salesman with large fol- 
lowing of jewelry stores in Metropolitan 
New York desires a good line of rings, 
earrings or charms. Address ‘*M., 3321,” 
care of JC-K. 


SALESMAN, 20 years’ diversified 

ence selling Grade A lines to m: 
turers, jobbers, chains and retailers, 
seeks top line or lines; Eastern terri- 
tory preferred; others considered. Ad- 
dress ‘342,”’ care of JC-K. 


TOP sterling silver man selling flatware 
and hollowware to the better stores 
wants one more good line for New 
Jersey and Delaware Address “S. 
3313," care of JC-K. 


vv >, 





YOUNG, aggressive salesman covering 
upper midwest desires a_ direct 
staple line as a supplement; resume 
and references upon request. Ad- 


dress “S., 3242,” care of JC-K. 


SALESMAN who has traveled exten- 
sively for twenty years in “Large key” 
cities of midwest and southern states 
with silverware lines has the re- 
spect and confidence of the depart- 
ment stores, jewelry stores, catalogue 
and mail order buyers; has averaged 
about $200,000 volume every year; 
is open for two non competitive 
silver domestic or import or cos- 
tume jewelry lines; have always 
been considered the “tops” in the 
industry; will consider replies from 
reputable manufacturers only; can 
finance myself at all times; open 
for interviews for 1958. Address. 


“327” care of J C-K. 
| tN ROPER MIRE Ne Se LLL IS 


Side Lines 


LEADING importer of cultured pearls; 
salesman wanted calling on jewelry 
stores, department stores, mail order, 
etc... ete Address “Z7 . 3306.”’ care of 
JC-K. 


SALESMAN covering South East and 
Louisiana would like side line of dia- 
monds, mountings, watches or display 
material; details upon request. Address 
“M., 3311,” care of JC-K 


SALESMEN wanted to sell nationally ad- 
vertised line of jewelry displays: excel- 
lent territories available: top commis- 
sions. Morton Pelzner Displays, 5 
Taraval St San Francisco 16, 
fornia 


SALESMAN now covering South East ; 
would like established line for Florida 
or Florida-Georgia ; expert in diamonds, 
watches and jewelry: alarm equipped 
car; present territory too large. Ad- 
dress “M 3310,” care of JC-K. 


SALESMEN calling on retail stores; pat- 
ented specialty: no competition; 
commissions paid on all business 
protected territories; full commission 
on repeat and mail business; state 
perience; territory and references. 
dress “V., 3304,” care of JC-K. 
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SALESMEN for fine watch line, re- 
tails from $71.50 calling on quality 
jeweler; protected territories avail- 
able; draw against commission; 
only those with excellent references 
need apply; complete information 
first letter. Address , “F., 2680” 
eare of JC-K. 


SIDE LINES for the states of North and 
South Carolina or any part thereof 
from manufacturers or importers di- 

rect to the retailer: hollowware silver 

line ; ladies and gents gold filled 
jewelry ; low priced watch lines, no pen 
levers; gift lines of all kinds; diamond 
lines mounted or loose baby jewelry 
and costume _ jewelry Address ‘“S., 
3300,” care of JC-K. 


Help Wanted 


WANTED: A-1 
and set stones 


of JC-K. 


WANTED, two A-1l watchmakers: per- 
centage basis only. Address “T., 1460,” 
care of JC-K 


jeweler who can repair 
Address “V., 1461,” care 


JEWELER, platinum, gold, special order 
man, also designer. Kirchner & Renick, 
17 South 6th St \Miinneapolis, Min- 
nesota 


WATCHMAKER town of 50,000: fine 
store: permanent position: state all de- 
tails in first letter. Address “L., 3330,” 
care of JC-kK 


ASSISTANT mana: experience, per- 
manent position: give references; sal- 
ary, etc., in first letter Address “W ; 


3516," care of JC-K 


EXPERIENCED watchmaker, permanent 
position for retail supply all in- 
formation in first \ddress “W., 
3315,” care of JC-K 


MAN with retail experience, sales 
and repairs; middle age state expe- 
rience, nationality and religion: reason- 
able salary. Addres ‘W., 3322," care 
of JC-K 


STrore 


WATCHMAKER tor Beaumont'’s oldest 
and finest jewelry store commission 
give full particulars in first letter. May 
Jewelry Company, ° Pearl St., Beau- 
mont, Texas 


EXPERIENCED salesman 
lowing for retail jewelry 
our musical charms as 
territories open Addres 


care of JC-K 


OPPORTUNITY for yvoung aggressive 
salesman for retail jewelry store’ in 
south central Ohio: give age and ex- 
perience : confidentia! Address a 
3326."" care of JC-K 


SALESMAN, great opportunity for young 
man under 35 with fine sterling silver 
hollowware firm; cover top retail jewel- 
ers in 5 state midwest area. Addres 
“G., 3347,” care of JC-K. 


WE must have an opening for a very 
fine jeweler. One possessing business 
ability and capable of operating a shop 
of a few men; answer in detail. Ad- 
dress “S., 3319,” care of JC-K. 





WATCHMAKER; prefer combination 


watchmaker and diamond 
permanent position; good college 
town; salary one hundred week. 


Hanfts Jewelry, Charleston, II. 


setter; 


IEWELERS' CIR 


PLATINUMSMITH; skilled experi- 
enced worker to fabricate expensive 
jewelry in platinum or gold from 
artists designs, and general repair; 


Linz Bros., 1608 Main, Dallas, Texas 


WATCHMAKER, experienced: five day 
week ; ideal working conditions § in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165," care 
of JC-K. 


TWO retail jewelry salesman and one as- 
sistant manager; must be fully experi- 
enced in all phases; for the middle 
West; permanent position; write full 
information in first letter. Address “W 
3317.”’ care of JC-K. 


EXPERIENCED jewelry repairman in 
well-established, modern jewelry 
store; state experience, age, and 
salary expected; good references. 
Carl E. Lindquist, 1137 Broadway, 


Rockford, Il. 


SALESMEN wanted by established manu- 
facturer of fine gold, sterling and 
rold filled charms, bracelets, earrings, 
brooches, tie clips, cuff links, etc 
write full particulars all information 
held confidential. Addre: "ad 3028,"" 
eare of JC-K 


DIAMOND setter: all around for a trade 
shop: permanent position with good 
pay for the right party; write past ex- 
periences and where employed; replies 
strictly confidential Elm City Mfg 
Jewelers, 865 Chapel St., New Haven, 
(‘onn 


WATCHMAKER wanted; must be A-! 
mechanic and experienced; perma- 
nent position in a high type store; 
give details in first letter so a 
personal interview can be arranged 
for you. M. Meyer-Jeweler, Marion. 

Ohio. 


SALESMAN: southeast extensive dia. 
rg. delivery line. permanent oppor- 
tunity for experienced man _ with 
following to take over many active 
acets. draw vs. comm.; S. Reiman & 
Sons, 64 West 48th St... New York 
City. 


EXPERIENCED watchmaker for fine 
retail store in Illinois; unusual op- 
portunity for permanent position; 
excellent salary to qualified person: 
please state age, experience, salary 
expected; and give references in 
first letter. Address “*J., 3329,” care 
of JC-K. 


CHICAGO alesman wanted by makers 
of well known Cameo billfolds and re- 
lated leather goods: many established 
retail accounts in Chicago area: no ob- 
jection to non conflicting companion 
line; commission: write, giving full par- 
ticulars in first letter, to Mr. L. G. Dut- 
ton, The Springfield Leather Products 
Co., Springfield, Ohio 


SALESMAN, assistant manager, man- 
ager ve wanted, an ambitious young 
man, of high character, who desires to 
make the retail jewelry business his 
permanent occupation: gemological 
background helpful opening in Con- 
necticut quality store: all information 
kept in strict confidence. Address ‘ 
3249.” care of JC-K 


WATCHIMAKERS and department 
agers; openings in 
jewelry repair department in leading 
department stores throughout country : 
old established company seeking only 
men interested in permanent positions ; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 1290 Summit St., To- 
ledo, Ohio. 


man- 
leased watch and 
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OFFICE manager, excellent’ oppor- 
tunity with watch importer; experi- 
enced; supervise production and 


office procedure; inventory control; 
correspondence; billing; full infor- 
mation and references first letter; 
replies confidential; Address ‘“F.,, 


2837” care of JC-K. 


WATCHMAKER;; experienced on Patek 


Phillippe, chronometers, all high 
grade watches, make parts when 


necessary; nationally known, ethical 
firm, good working conditions; air 
conditioning, profit § sharing and 
pension plans. Forty hours, 5 day 
week. Linz Bros., 1608 Main, Dallas, 


Texas. 


MANAGER jewelry department, located 
Western New York area; thoroughly ex- 
perienced, installment operation; highly 


must be extra good 
knowledge of promo- 
tions, buying, etc. Excellent salary and 
share in profits for right man; state 
age and full details of experience: all 
replies confidential. Address “K., 3342,” 
care of JC-K. 


industrialized area: 
salesman, good 


AGGRESSIVE jewelry salesmen; leading 

N. Y. jewelry importer offers excellent 
Opportunity for salesmen with retail 
jewelry following to carry a side line of 
imported ISK gold charms set with 
precious stones; this line has been 
hailed as the finest, most uniquely 
styled by leading trade and consumer 
retailers; all territories open: excellent 
commission; write full details. Address 
“O., 3314,” care of JC-K 


WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores; national organization connected 
with one of the largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan, 
excellent future for person with pleasing 
personality and willing to assume re- 
sponsibility; positions opened in the 
east, south, midwest and southwest. 
Address “349,” 360 North Michigan 
Avenue, Chicago 1, Illinois 


REPRESENTATIVES to cover jewelers 
in established territories, including 
New England, Mid-West and South- 
west; Nationally advertised firm 
with long reputation for quality 
product. Complete line of water- 
proof, self-winding watches; Perma- 
nent connection for qualified men. 
State experience, age, family status, 
references in confidence. Address, 


“M., 3341” care of JC-K. 


SALESMAN—well known Providence 
manufacturer of gold ladies’ and 
men’s rings; one of the country’s 
best known lines to wholesale and 
credit store trade; seeking thor- 
oughly experienced men residing in 
New York City; covering Boston to 
Washington and adjacent territory; 
all correspondence’ confidential; 
give full details. Address “W., 
3294,” care of JC-K. 


MONEY making line for jewelry sales- 
men, retail following: sell patented vari- 
gem gold stone rings; the only stone 
ring line where retail jeweler himself 
can interchange and securely reset a 
variety of birthstones and onyx stones 
in a vari-gem ring in 60 seconds; com- 
pact line; dynamic sales-producing pro- 
motion program; excellent commission ; 
territories open; Illinois, Wisconsin, 
Minnesota, New York State, New Jer- 
sey, Pennsylvania, Maryland, Washing- 
ton, D. C., Virginia, W. Virginia, Texas, 
and Louisiana: protected territories; 
supply references and experience; con- 
fidential. David Pfeffer Co., Inc., 196 
Fulton Street, New York, N. Y. 
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For Sale 


Stores, Stocks and Businesses 





EASTERN Ohio moder? cash and credit 


Store; 100% locatior can be had with 
or without inventory and accounts. Ad- 
dress “P., 3209," care of JC-K. 

MAINE coastal town modern jewelry 
tore and fixtures; ideal for watch- 
maker and wife: large shopping area; 
no competition Address “W 3308,”" 
care of JC-K. 

COMPLETELY modern jewelry tore in 


Kansas town of 10,000 best location: 


clean stock ; $12,000; perfect for watch- 
maker and wife \ddress “H., 3302,” 


care of JC-K. 


JEWELRY store for sale in Connecticut: 
$30,000 inventory; good repair depart- 
ment; doing large volume business: 
good franchises. Write ‘S., 3327.’ care 
of JC-K 


MODERN jewelry and gift store in shop- 


ping center upstate New York: ap- 
proximately $40,000 volume: can do 
more: a * 3320, 


sacrifice. Address 
care of JC-K. 


JEWELRY 


centrally 


established 80 years; 
New York City; 


store 
located in 


owners desire to sell complete; no 
brokers Address “D., 3328,” care of 
JC-K 

IN a small town in southern New Hamp- 


shire: jewelry store: stock and fixtures: 
ideal for good watchmaker: reason for 
selling, ill health. Address “F., 3298,” 
care of JC-K., 


DUE to death of husband will sell at- 
tractive jewelry and repair business: no 
competition, Main Street: low rent; 
apartment furnished; $60,000.00; Har- 
ter’s Jewelry, Groveland, Florida 


STOCK and fixtures of established 
jewelry store in Jamaica, L.I. N.Y.; 
good location; modern fixtures; 
$2500; stock $30,000; will reduce 
inventory if necessary, Address “H.., 


3295,” care of JC-K. 





LONG established jewelry store; seven 
top sterling lines; ideal man-wife com- 
bination ; reasonable terms accepted re- 
sponsible party; Rocky Mountain re- 





gion; complete information. Address 
“M., 3299,” care of JC-K. 
RARE chance for combination jeweler 


diamond setter to buy well established 
trade shop in the heart of Jacksonville, 
Fla.: price $1500.00 including all 
metals, accounts, stones: age forces me 


to sell. Baker Co., Rt. 10, Box 222 


WHOLESALE watch, material and jew- 
elry house, unusual opportunity to pur- 


chase only business of its kind in an 
area of over 250,000 people; will fur- 
nish complete details in first letter. 


Address “R., 3244 care of JC-K. 





FOR SALE: old reliable profitable estab- 
lished jewelry business in prosperous 
south central Kentucky town; owner 
retiring from active business: favorable 
property rental agreement. Address “P., 
3268," care of JC-K. 


JEWELRY 


( 


DOWNTOWN 





Store: well established; 100% 
location; air conditioned: modern store 
front: widow, cannot handle; must sell 
»0 miles from Pittsburgh; real oppor 
tunity. Write. Address “B., 3318,’ care 
of JC-K 


‘REDIT jewelry store in Western Mon 
tanas largest city; established 30 
years; age forces us to sell; excellent 


and reputation; good lease 
new modern front; inventory about $30,- 
receivable $25,000 Ad- 
* eare of JC-K 


ur accounts 


dress ‘‘(G 2045 


location Davenport. Iowa; 
air conditioned; heat and water, fur- 
nished; move right in no remodeling 
necessary; inventory and $7000.00 for 
fixtures and equipment; plenty of stock 
room; rent $275.00: lease 4% years 
15 x 60 ft approx 


RARE opportunity to buy the finest 


MODERN air 


FOR sale: 


( 


JEWELRY 


( 


modern, air conditioned credit 
jewelry store located in the heart 
of Denver; established in 1892; 
owner wishes to retire; will sell im- 
mediately to give new owner ad- 
vantage of Xmas business. Address, 


“K.. 3343.” care of JC-K. 


conditioned jewelry store 
Ohio industrial area 24) 
miles from Youngstown; will sell en 
tire business or part interest to any 
experienced young man; this is an ex- 
cellent opportunity to take over an es 
tablished store Address “P.. 3210," 
care of JC-K. 


located in 


complete greeting card system 
four new cases 18” x 36”; regulation 
self-serve system; use as island display 
or along a wall; 1600 cards and en- 
velopes included: owner decided not to 
have a card department; will sell very 
reasonably; located central Michigan 
Address “L., 3293.” care of JC-K. 


‘OMPLETELY modern air conditioned 
jewelry store with large established ex- 
clusive clientele equipped for repair ser- 
vice located west central Missouri; in 
heart of business district of city popu- 
lation 60,000; gross 50,000 yvearly; sell- 
ing because other business interests re- 
quire undivided attention. Address “‘D 
3307," care of JC-K 


Beach, Cali- 
excellent op- 


store in Long 
fornia; central location 
portunity for watchmaker or jeweler ; 
complete stock, safe, fixtures; special- 
izing in watch, clock and jewelry re- 
pairs; $6,500; will reduce stock if neces- 
sary; must sell due to serious injury; 
write Post Office Box 1272, Long Beach, 
Calif. 


*ALIFORNIA, San Jose, modern store, 43 
miles from San Francisco, population 
126,000: drawing area 500,000; all 
major lines; lease with option, 4 win- 
dows, excellent watch and jewelry re- 
pairs; inventory $15,000, rent $150 
gross 1956 $33,000. Write owner Hugo 
Eickmann, 1617 East Santa Clara St 
San Jose, California. 


(Continued on page 242) 
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LOCATION in heart of Montgomery, 
Alabama downtown section; store 
recently closed due to having an- 
other location in the city; will sell 
all floor and wall fixtures, a Na- 
tional Cash Register installment 
posting register, a five ton Carrier 
air conditioning unit; display and 
office equipment and_ everything 
else for $3,000, provided you are 
responsible to take over the lease at 
$450.00 a month; no accounts re- 
ceivable or inventory to buy; write 
or telephone Mr. N. Popkin, 78 
Dexter Ave., Montgomery, Alabama. 


Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean Advertisers 
under Business Opportunities, etc., must 
furnish trade references Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Cire ular- 
Keystone 


ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland, Br. 4-7303, Chi- 
cago 26, Il. 





CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks: call collect Dearborn 

2-3407 : reference, your bank 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 

Write 15 Maiden Lane, New 


Telephone Rector 22-6565 


GRADUATE jewelry auctioneer: for com- 
plete liquidation of stock and fixtures or 
stock reduction; a dignified auction 
conducted by an experienced midwestern 
jeweler is your answer. Jack Dickinson, 
Wahoo, Nebraska. 


SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock; get my offer before selling, it is 
to your advantage; bank and trade ref- 

Write 54 Lispenard St., New 

Telephone Canal 6-5233. 


erences. 


York 





COLMES & BRILL auctioneers, sales 
specialists; 45 West 45th St. N.Y.C., 
over 35 years’ successful retail or 
auction sales for jewelers through- 
out the country; highest references; 
See our ad page 130. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


WE will buy your store for cash or 
will raise the money you need 
through a dignified flat or auction 
sale! Wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 
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WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores tor cash; 
write, wire or telephone Longacre 6- 
7388. 


ATTENTION Mr. Merchant: If you 
must have an auction sale don’t 
gamble; have been conducting suc- 
cessful auctions for jewelers, china 
stores, art galleries furniture stores 
for the past 30 years; no town too 
small or large; | go anywhere in 
U.S.A. or Canada. Louis Lenhoff, 
10735 Lincoln Drive, Huntington 
Woods, Michigan. Phones: Lincoln 
2-9481, Lincoln 7-5531, 





DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 93 for addi- 
tional details. 


JEWELRY -CHINA-OBJECTS D/art 
auction service: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on strictly a commission 
basis and specializing in complete 
close-outs of stocks and (fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer: Thomas J. Faussett. 


Howell, Michigan. 


Wanted to Purchase 


STERLING silver flatware and name 
brand watches highest prices paid; 
reference “J.B.T.”"" and “Dun and Brad- 
street.”” Address “P 2894,” care of 
JC-K. 





WANTED: established jewelry store 
within area of 350 miles of N.Y.C.; or 
will consider partnership; have good 
knowledge of diamonds, jewelry and 
merchandising. Address ‘338, care of 
JC-K. 


SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers Board of Trade. Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois. Ran- 


dolph 6-7390. 


—— —_ _ a $$$ $$ 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K. 
108 Beale Ave., Memphis, Tenn. 


Watch Work, etc., for 
the Trade 


LONG 
up and deliver: $2.75; 
importers on service guarantees, 
& roskopfs. Howard Simon & Son 
Ronkonkoma, N. Y. 


ISLAND watchmakers, will pick 
75; special prices t 
pins 
Lake 


BOSTON, Mass expert and guaranteed 
watch repairing; Watchmaster tested 
prompt service; prices on request mall 
orders invited David Migdal & Co., 
109-B Summer St. Tel. Hu 2-9547 

FINE watch repairing for the trade; al! 

work guaranteed for 1 year; 3 to & 

days’ service; Watchmaster tested; rea- 
sonable prices = ie Schierer, Watch- 

maker, 101 S. Marion St., Oak Park, III. 


COMPLICATED watch specialists; 
watch repairing to the trade; five 
service: all watches timed, tested 
guaranteed; 25 years’ experience. 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11, Ill. 


QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your trial ship- 
ment and inquiry solicited, Oscar 
Aron, 62 West 47th St., New York. 
N. Y. 


Special Order Work and 
Repairs for the Trade 





~ " 


A COMPLETE diamond setting and pol- 
ishing service by a team of experts wit} 
22 years experience; production worl 
our specialty. Seidler & Stock, 42 W 
‘8th St., Rm. 1501 New York Ci 

BINOCULARS repaired, all makes 

models: also telescopes, rifle scopes 

opera glasses, barometers authorized 
fausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele-Optics, 5514 Lawrence, 

(Chicago 30 


To Let 


OPPORTUNITY—Heated 
ing quarters; Ridgewood, 
business street; for rent; formerly oc- 
cupied as jewelry store for over 25 
years. 68-07 Fresh Pond Road, HE 3- 

6450 


store with 
(Jueens ; 


“OR lease in Tucson, Arizona: 100% 
corner location; 1200 square feet of 
floor space plus a full basement. Ad- 
dress inquiries to Diamos Realty Com- 
pany, 33 West Congress Street, Tucson, 
Arizona. 


MATERIAL supply, best location on West 
47th S New York, the jewelry market 
world; busiest exchange window 

on street level and three cases inside: 
opportunity for responsible experienced 
man; reasonable rent for responsible 
tenant. Kaplan, 52 West 47th St., 


JtUdson 2.0850 
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A FACT-FINDING YEAR 

It's either famine or feast. For years the jewelry 
industry lacked vital statistics about itself. Then, rather 
suddenly, it was weighed and calipered many times. 

Because the Government's latest Census of Business 
failed to show jewelers’ sales in various lines of mer- 
chandise, JC-K brought out the facts through a national 
survey that showed jewelers’ volume in ten major cate- 
gories. The results were published in a series of articles 
and are now available in booklet form. 

The Sterling Silversmiths Guild conducted a study 
of sterling silver sales. N. W. Ayer & Son continued 
its surveillance of the sale of diamonds and diamond 
jewelry (some of the findings are presented on page 
132 of this issue), and ANRJA and NJA continued 
their reviews of retail jewelers’ operating expenses. 

On Sept. 23, Life magazine released the first results 
of a nationwide survey covering household expenditures 
in 10,243 homes. Information was included on family) 
spending for jewelry and watches, according to income. 
age of family members and size of community. 

\ few weeks ago, The Reader’s Digest published a 
report on retail jewelers’ opinion on the sale, promo- 
tion and advertising of leading brands of watches. And 
the advertising agency. Foote. Cone & Belding, about the 
same time finished an even more comprehensive investi- 
gation of watch selling—and watch buying—for their 
client, The Watchmakers of Switzerland. 

Facts, of course, are of value only as they are studied 
and put to use. Certainly, the industry has opportunity 
to go into 1958 with a new sense of direction. as the 
result of this impressive series of research projects. 


TIME FOR CHANGE? 


Of all this research, the study of watch retailing in 
\merica, made for The Watchmakers of Switzerland. 
was probably the most costly, elaborate and penetrating. 
JC-K is happy to present the facts in a series of articles. 
the first of which starts on page 96 of this issue. 

In developing their analysis of the survey, JC-K edi- 
tors had to study more than 200 tables of statistics— 
thousands upon thousands of figures. And we don’t 
mind confessing that, in the midst of this work, we 
rather envied the thought processes of a mechanical 
brain—which can digest figures quickly and accurately 
and yet not be troubled by what they mean. 

For a few questions began to bother us as we dug 
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into the data. Questions like these: 

® Is a situation developing where the public goes to 
the jewelry store for one kind of watch (the higher- 
priced variety) and to other stores for another kind 
of watch (the lower-priced variety) ? 

® By not stocking pin-lever movements, are some 
iewelers losing considerable store traffic, and also preci- 
ous opportunity to educate more people to the merits 
of jewel-lever watches ? 

© Would jewelers be able to promote pin-lever 
watches without impairing store prestige? (For some 
jewelers this is evidently possible, because jewelry stores 
have one-seventh of the low-priced field. ) 

© Should jewelry stores avoid low-priced watches in 
1957 as they shunned “junk jewelry” in 1927? Or 
should they display “costume watches” in a separate 
department just as they have come to display costume 
jewelry in its own part of the store? 

And other questions like these: 

® Is the retail mark-up for watches a hold-over from 
past generations, when it was the retailer who, practi- 
cally unaided, created the desire to buy through his 
personality, his window displays and his local adver- 
tising ? 

® Doesn’t national advertising, financed by the manu- 
facturer and importer, create much of the demand 
today—helping the retailer, of course, but taking over 
at least part of the selling expenses which the retailer 
formerly incurred? 

® Are high list prices at least partly responsible for 
the growing sale of watches through discount houses? 
Could discount houses quote such fantastic “bargains” 
if list prices were trimmed? 

We do not pretend to know the answers to these ques- 
tions. We have neither the wisdom nor the temerity to 
offer solutions. But we think that you will be asking 
yourself about the inner meaning of the figures as you 
study them in this and succeeding issues. 

Naturally, you will wish to make your own interpre- 
tation for your own business, in the light of your type 
of operation, your competition and your community. 
One thing is certain. if you study this series of articles 
in relation to your opportunities and problems, you will 
be in better position to operate your watch department 


with satisfaction and profit. 


elt 1 YHeLe 


Editor 
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sell this. 


miracle to every home 
in America! 


~CANOLECTRIC 


electric 
can 


opener 2 age 


Surprise appliance of the year! Everybody s a we 
talking about CANOLECTRIC — and 49,000,000 in me late 
| 


customers are waiting to buy it! Opens ANY can 
fully automatic, no levers or extra operations .. 
JUST PRESS BUTTON AND CAN IS OPEN! Wall mounted 
Ride the crest of NEW push-button can opener profits 
... CANOLECTRIC is the most exciting appliance in 
a decade — the first really new electric item in 











.¢ + wlisttor ry Tor io f 
cannot clutter counter, simple, easy, sanitary 


fast, never fails, guaranteed! 





SENSATIONAL 
NEW IDEA 
IN PACKAGING! 


Every CANOLECTRIC is smartly 








framed in a rich-looking container 
wos cc aan | over 20 years! Order CANOLECTRIC NOW from your 
only package that serves as : 
comet Gentle Gemmaedes. / jobber — you'll sell all you can stock! 








shipping carton and gift box! 
Makes a wonderful 
nas gift package, too 






KLASSEN ENTERPRISES, INC < 22105 MEEKLAND, HAYWARD, CALIF. 
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COMMUNITY ; 


SF: 


4 Coffee Speon y doe 


Tt 


1. THE NEW ‘‘BALLAD’’* PATTERN 

REFLECTS THE NEW TREND in today’s 
living— more romantic, more elegant. It's rich in 
detail, unexcelled in craftsmanship; created in the 
Design Studios of Oneida Silversmiths to help you 
profit from the trend to elegance. 


2. SPECIAL INTRODUCTORY OFFER — 
8 SERVING PIECES FREE with the purchase 
of eight place settings—plus free anti-tarnish 
drawer chest in choice of blond or mahogany finish. 
56-piece set just $88 retail—you get full profit. 


3. MATCHING HOLLOWWARE completes the 
picture of “Ballad” romanticism. Suggest it to your 
flatware customers and increase sales. Display it — 
promote it—and lure new customers to your count- 
ers. Choice of 12 pieces, from $12 to $35 retail. 


a 


4. TWO REDUCED-PRICE SPECIALTY 

ITEMS will increase traffic in your store. Four 
after-dinner coffee spoons, only $2.50 retail ($4 
value). And a sauce bow! and ladle, only $2.95 retail 
($5.35 value). Full profit for you. 





5. “‘BALLAD’’ ADVERTISEMENTS REACH 
NEARLY 143 MILLION WOMEN in top mag- 
azines this fall. It's the biggest program we've ever 
had to introduce a new pattern. Tie in with free 
merchandising aids and cooperative advertising. 


Your franchised wholesale distributor or Community 
representative has the details for you! 


will bring 
you 
more sales 





COMMUNITY. 


THE PINEST SETLVERPLATE 


Created inthe Design Studios of Oneida Silversmiths 


“TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 








